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ABSTRACT




LAU Heng Wa Oliver
Master o f Philosophy
Following the advancement o f information technology and the technological 
trend of doing business, many companies have shown intentions to enter into the 
electronic business and invest in customer relationship management. The combination 
of electronic commerce and customer relationship management will be the hottest 
issue in the future development of Hong Kong. In addition to the highly competitive 
environment in local consumer product market, explores the importance of 
relationship marketing development in Hong Kong. However, although much 
literature has been published in this area, only a very small amount o f studies has focus 
on their discussion on the business-to-business relationship area. Furthermore, the 
focus of the prior literature of relationship marketing is examining the 
consumer-organization relationship from viewpoint o f organizations. This research 
tries to provide a better understanding of the consumer-organization relationship by 
examining customers’ acceptance on the relationship marketing strategy.
This study used quantitative data to examine the association between relationship 
marketing acceptance and marketing effectiveness. In addition， this study tested the 
hypotheses about the sources o f relationship marketing acceptance. By using the 
partial correlation analysis, this research found that relationship marketing acceptance 
has positive association with marketing effectiveness. Factors contributing to the 
acceptance are product category familiarity, trust, commitment, and importance 
attitude toward benefits. Furthermore， this study also found that trust’ commitment and 
product category familiarity have positive relationships with the marketing 
effectiveness.
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Within the past decade, an increasing number o f researchers have begun to question 
the validity of the traditional marketing concept. They argued that the notion of 
transactional marketing mix paradigm, which focuses on persuasion (sending a brand 
message in one way) and short term exchanges, is lacking in its ability to respond to 
the ever-changing environment and needs o f customers with various characteristics 
(Duncan and Moriarty 1998; Fournier 1998; Gronroos 1994; Wolf 1998; Garg and 
Chan 1997).
Relationship marketing was introduced to respond to the inadequacies in the 
traditional concept, which has been based on the establishment and management of 
relationships from the late 1970s (Gronroos 1996; Foreman 1997). Relationship 
marketing emphasizes the understanding o f existing customers instead of 
concentrating on developing scale economics (Gronroos 1994). Many have agreed that 
in today's competitive environment better management o f buyer-seller relationships 
can provide a basis for competitive advantage (Lewin and Johnston 1997). However, 
relationship marketing is a new concept that needs to be carefully considered before 
being implemented as a marketing strategy (Chang and Ding 1998). Thus, this
research tries to investigate the concept from the viewpoint o f customers* relationship 
marketing acceptance. In this study， relationship marketing is defined as a marketing 
strategy o f achieving customer retention by adopting an individualized service 
orientation, concerning the mutual benefits and information exchange in the 
long-term.
Thanks to the development o f database technology, companies nowadays have the 
ability to track customer transactions, analyze their individual needs and generate 
customized messages in a more efficient way. The major difference between 
relationship marketing and transactional marketing is that relationship marketing tends 
to focus more on understanding and keeping current customers by enhancing a 
long-term relationship with them (Wolfe 1998; Gronroos 1994). It also emphasizes on 
understanding the needs and preferences o f these customers, connecting them with 
appropriate vendors, and protecting their privacy. In Europe and America, it has 
recently been the hottest topic both in research and applications. Areas concerning 
relationship marketing in the literature include buyer-seller relationship, network 
structure, channel relationships, sales management, services marketing, business 
alliance and guanxi network (in China).
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In Hong Kong, the rapid development o f electronic commerce has contributed to the 
consideration o f relationship marketing by companies. Following the advancement of 
information technology and the technological trend in conducting business, many 
companies have shown intentions to enter into electronic business. In applying the 
relationship marketing concept as the competitive strategy, many o f the companies 
have invested in the CRM (customer relationship management) program through the 
Internet. The Hong Kong Productivity Council has announced that electronic 
commerce and customer relationship management will be the most important issue of 
Hong Kong's future development trend, especially when over 90% o f firms in Hong 
Kong are SMEs (Small and Medium Sized Enterprises). Due to the importance o f this 
issue, the Council is going to provide consulting services for SMEs to improve their 
customer relationship management programs (Career Times, 21-Feb-2000).
The CRM market is forecasted to hit US$7.5 billion by 2002. Industry observers 
interviewed by ACW see a growing awareness for CRM solutions in Asia (Asia 
Computer Weekly, 17-May-1999). In Hong Kong, customer relationship management 
is realized as a mass customization marketing strategy. Some internet stores are trying 
to analyze the transactions and browse data from the database in order to obtain 
customers' purchasing behaviors and provide customize services to individuals (Asia
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Computer Weekly, 20-May-1999). Obviously, the development o f relationship 
marketing in Hong Kong will follow the development o f companies' "virtual" business. 
It is not only because technology could ease the tasks o f customizing services and 
reaching individual customers, but companies also realize that giving the customer a 
sense of trust and belonging is critical to success in the "virtual" business world. Other 
dominant companies like the Bank o f East Asia, the Hongkong Bank and the Daoheng 
Bank have also announced the investment o f a customer relationship management 
system, towards a realization o f customer relationship management in Hong Kong. 
The justification for this study will be discussed below.
1.1 Significant of Study
As discussed earlier, the application o f relationship marketing in Hong Kong is still in 
its very early stage of development (Career Times, 21-Feb-2000). Moreover, the 
combination of electronic commerce and customer relationship management (which is 
developed based on the relationship marketing concept) will be the hottest issue in the 
future development of Hong Kong. However, for this newly introduced strategy, the 
most valuable questions are: (1) Whether consumers are well prepared for this new 
marketing concept? And (2) how do they feel about it? In order to have a better
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understanding o f their customers, companies will need to make use o f what their 
customers' information they can get, and may need to have more frequent contact with 
customers. Unless both consumers and marketers are concerned about mutual 
interdependence and cooperation, companies cannot gain greater marketing 
productivity. Customers' attitudes toward these issues will alter their acceptance o f this 
marketing strategy. Thus, relationship marketing is a valuable topic for investigation.
Furthermore, due to the open environment and trading activities, the competitiveness 
of the consumer market is traditionally high, and products are being sold with low 
perceived levels of differentiation. Due to the financial crisis in Asia, the economy of 
Hong Kong has been facing a difficult time in the past 3 years and this has also directly 
affected the willingness of purchase of Hong Kong customers, Although the Hong 
Kong government claimed that the retail industry has shown more positive signals 
recently, Hong Kong customers obviously purchase less than in the past. Many of the 
local residents even would rather consume in the Chinese mainland. This makes the 
local market, which is a highly competitive environment, increasingly more 
competitive. Therefore, how to keep existing customers staying with the firm is the 
most emergent problem o f local companies. Relationship marketing, therefore, gives a 
valuable alternative to firms in keeping their customers, because the core of
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relationship marketing strategy focuses on the customer's own situations and needs
from a long-term perspective.
Theoretically, although numerous articles and studies have investigated relationship 
marketing worldwide and prior literature has already given us valuable knowledge 
about the management of relationships, relationship marketing is still in its very early 
stage of development. The discussions o f literature were mostly in the 
business-to-business and channel members partnership scope. Articles focused on 
business-to-customer relationship building are very limited (Stem 1997; Fournier 
1998; Dwyer, et a.l 1987; Luk et al. 1999). Sheth and Parvatiyar (1995) noted that: 
"Particularly lacking are studies on relationship marketing in the consumer markets, 
especially for consumer products as opposed to consumer service industries.M They 
also said that, Mto develop an effective theory o f relationship marketing, it is necessary 
to understand what motivates consumers to engage in a relational market behavior by 
patronizing the same marketer in subsequent choice situations." Furthermore research 
which is focused on brand and product domain is also limited (Fournier 1998).
Besides the limited literature of relationship marketing in the consumer market (as 
compared to business-to-business relationship), there are other deficiencies in
6
contemporary research in relationship marketing. Most studies focus on the
consequences o f relationship marketing. Studies both in business-to-business and 
business-to-customer fields are discussing the mutual benefits that can be gained from 
relationship enhancement from the viewpoint o f the companies' side (Stem 1997). 
Research attempts to demonstrate how relationship marketing can contribute to 
marketing effectiveness and how companies can attract customers to enter the 
relationship (Grdnroos 1996; Foreman 1997; Szmigin and Bourne 1998). However, 
few studies have examined how evaluations might vary for different customers. In 
other words, studies are still not customer focused (Luk et al. 1999). Besides, few of 
them have investigated the antecedents o f relationship marketing - why customers are 
willing to stay with a firm in the long-term. In applying the relationship marketing 
concept, some predictors o f customers' willingness to enter into a relationship with a 
firm are necessary in order to understand customers1 feelings about relationship 
marketing, and provide criteria for marketers to seek out suitable target market in a 
more effective way.
1.2 Research Question
An interesting question is whether the relationship marketing approach is always the
best solution from the viewpoint o f customers. Relationship marketing is still in the
elementary stage o f its development. Thus, having a clear understanding of 
consumers, feelings and opinions o f relationship marketing is undoubtedly valuable to 
its development. Furthermore, there are two questions which should be considered 
before implementing relationship marketing (which is a new approach) as a marketing 
strategy: (1) Do consumers think that relationship marketing is acceptable, and how is 
it? And (2) is relationship marketing contributing to marketing effectiveness?
In the marketing effectiveness aspect, numerous literature (both western and eastern) 
has already demonstrated that successful relationship management does enhance 
repeat purchasing, word o f mouth, customer satisfaction and retention (Chang and 
Ding 1998; Luk et a i 1999; Gronroos 1994; Sheth and Parvatiyar 1995). Clear 
answers o f the second question can be gained from prior literature.
However, very limited research has focused on the first question. There is only a small 
amount o f literature which is "related" to this question. For example, Garbarino and 
Johnson (1999) and Narus (1991) have argued that an organization may need to pursue 
both transactional and relational marketing simultaneously, because a customer's 
orientation to relationship directly affects the customer's evaluation of marketing and
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future intention in the relationship. However, their focus still fell into the difference 
between lower and higher relational customers. They did not specify what are the
factors affecting customers who hold different levels of acceptance o f relationship
marketing.
In contrast, Luk et a i (1999) tried to explore explanatory factors for the acceptance of
the relationship marketing approach by Chinese customers against the background of
economic development and infrastructure problems in China as well as the particular 
characteristics o f China’s cosmetic industry. They stated thai "direct selling allows the
creation and maintenance of a close relationship with customers, and thus can be 
considered a form of relationship marketing.” They then demonstrated the reason of 
why and how Chinese cosmetic customers accept direct selling from the viewpoint of
Chinese culture. However, their result only illustrated the customer relationship with
direct salespersons instead of a brand/organization. Moreover, the customer 
acceptance is only limited to direct selling, which is characterized as relationship 
marketing.
Since the first question is still remained unsolved, this research will focus on 
understanding customers’ acceptance of relationship marketing. Furthermore, if 
different levels of relationship marketing acceptance do exist in various customers9
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feelings, we should also ask what kind of factors would alter customer’s acceptance.
Thus, this research also intends to explore the elements that may affect customer’s 
acceptance level o f relationship marketing approach. Finally, although researchers 
have already found that good relationship management enhances the marketing 
effectiveness, they did not contend with that the relationship marketing acceptance 
may have an impact on the marketing effectiveness too. Therefore, this research would 
also like to investigate the effect of relationship marketing acceptance level on 
marketing effectiveness.
1.3 Objectives of Study
To summarize, the objectives of this research are to:
(1) Provide an understanding of customers1 acceptance level o f the relationship 
marketing approach.
(2) Explore elements that may affect customers acceptance level o f relationship 
marketing approach.
(3) Investigate the effect o f relationship marketing acceptance level on
marketing effectiveness.
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For companies that are going to apply the relationship marketing strategy to their 
business, this study provides certain criteria for their marketers to predict the success 
in applying relationship marketing. Since the higher the level that customers accept the 
relationship building tasks from a firm, the higher the probability the firm can gain 
benefits from the strategy. Besides, the variables investigated can also serve as a 
targeting guideline for marketers. Since the marketing effectiveness from relationship 
marketing is accomplished by appropriately directing the marketing resources towards 
those that provide the greatest value to consumers, all consumers do not need to be 
served in the same way (Sheth and Parvatiyar 1995). Indeed, it may not be feasible or 
worthwhile to develop long-term relationships with ail consumers (Henon and 
Cauches 1999). It is important to understand what kind of consumer is more likely to 
accept relationship enhancement strategy. This understanding can give marketers 
guidelines to segment their customers based on customers' acceptance level. Therefore, 
marketers can allocate their marketing resources properly and efficiently. On the other 
hand, it helps in retaining both kinds of customers (customers who prefer relationship
and customers who prefer traditional transactional exchanges).
Chapter Two
Literature Review
Chapter Two Literature Review
2A Traditional Marketing and Relationship Marketing
2*LI Traditional Marketing Approach
Marketing has long been defined as an exchange process between a company and its 
customer. In the traditional point o f view, marketing activities were directed by a 
transactional orientation. It focuses on cthow to acquire customers -  how to create 
transactions” （Storbacka e/ a/. 1994). In order to do so, companies try to discover 
unfulfilled needs among consumers and try to satisfy them by offering products 
(and/or services). Thus, the connection between companies and customers is mainly 
built on the product. Since offering of products is the primary means for firms to 
satisfy customers’ needs, the product (and/or service) becomes the core of all 
marketing activities.
In past decades, the marketing mix model has dominated the marketing literature and
practice (Gronroos 1996). The American Marketing Association (1995) defined 
marketing as “the process of planning and executing the conception， pricing，
promotion, and distribution o f ideas, goods, and services to create exchanges that
12
satisfy individual and organizational goals55. However, although the marketing mix 
model was successflil in the past, it seems inadequate for gaining a competitive edge in 
an environment of ever-increasing competition (Garg and Chan 1997). For example, 
when we look at the fashion market, there is not much diflference among the brands of 
clothing products- In other words, different brands have become more and more 
similar. On the other hand, technology has lowered the cost in producing high quality 
products. Therefore， others can easily match a company’s competitive advantage 
gained from quality products.
In the transactional marketing concept, consumers are considered as groups of 
anonymous buyers with similar needs and characteristics. However, the needs of 
customers are more complicated today. As Peppers et a i (1998) said: 'Traditional 
marketing’s generic mass-produced and mass-delivered products and services are 
designed to treat all customers alike. But， today’s customers want services tailored 
uniquely, exactly, individually to them,5. This forces companies to take care o f various 
customers* (individuals5) needs and wants. Products alone are no longer enough to 
satisfy and attract customers, a strong service orientation is needed for this purpose. In 
order to overcome these deficiencies, "marketing activities need to be less directed at 
transactional -  an emphasis on the acquiring o f new customers -  and more on building
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long-term customer relationships” （Payne 1995).
The most arguable point of transactional marketing is lack of interaction with 
customers. Since the transactional concept focuses on short-term “exchange” and does 
not treat each customer as an individual with different demand, it sends messages 
primarily in one-way -  from brand to consumers. Companies would conduct some 
marketing research in an episodic style (but not in a continuum). Marketers distribute 
the products to reach their potential customers, use advertisements and promotions to 
build up image and release product information, as well as set a suitable price to 
“exchange” the goods. Consumers are “controlled” to be an “average-style”， and 
receive the information, products and services designed by brands according to 
marketers5 preference and prediction. Consumers have never been taken into the 
consideration of collaboration (Wolfe 1998). Duncan and Moriarty (1998) have stated 
the importance of interaction between a company and its customers. They purposed 
that the marketing mix model is persuasive: Although persuasion has an important 
role in marketing when persuasion is foremost it places undue emphasis on 
transactions and the short term. When communication is foremost and listening is 
given as much importance as saying, interactive relationships become the focus. The 
result o f the latter is that a higher percentage of customers are retained and their value
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increased.
2.1.2 The Nature of Relationship Marketing Approach
Relationship marketing has been introduced to respond to inadequacies in the 
traditional concept, which has been based on the establishment and management of 
relationships since the 1970s (Gronroos 1996). The major difference between the 
relationship marketing approach and the transactional approach is that relationship 
marketing tends to be more focused on keeping customers and enhancing the 
relationships with them, instead of focuses on acquiring new customers (Storbacka et 
a i 1994). One of the reasons is that customer retention is more cost effective than 
acquiring a new customer (Bulger 1999; Fournier 1998). Most companies spend 
abundant marketing resources on advertising to attract consumers’ attentions. Even if 
advertising can successfully reach all potential customers, it is hard to measure the 
profitability, which can be gained from the advertisement. However, customer 
retention directly contributes to repeat sales.
It also calls for the understanding of individual customers rather than market share 
(Bulger 1999). As has been stated earlier, consumers have their unique wants and 
needs. Companies cannot just push the products to consumers and expect that they will
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buy these products. Relationship marketing achieves customer retention by adopting a 
strong service orientation and paying attention to the long-term. Wolfe (1998) stated 
that “consumer relationship marketing makes companies strive to bend to consumers’ 
wills.^ Consumers are the subjects to be served (individually).
In order to please consumers and attract them to buy the products, organizations have 
to add value to the products by tailoring their services for customers (Garg and Chan 
1997). Marketers have to keep in mind that sale is not the end o f the marketing process, 
because each transaction is a valuable chance to build up a relationship with the 
customer. The goal o f relationship marketing is attracting customers to stay with the 
firm and make them happy in each transaction, as well as trying to get closer to the 
customers. And thus, attracting customers to stay with the firm and building up a 
long-term relationship is the goal o f all marketing activities. Storbacka et a i  (1994) 
described this link between service quality and long-term relationship in their paper: 
“By improving the quality of the provider’s service, customers’ satisfaction is 
improved. A satisfied customer creates a long-term relationship with the provider and 
this leads to relationship longevity.” When the firm has successfully built a long 
lasting relationship with customers, the benefits o f repeat purchasing and referrals 
making are expected to be gained from the customers (Mullin 1997).
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2.2 Relationship Marketing Theories
Generally, relationship marketing can be categorized as business-to-business 
relationship and consumer-organization relationship concerning. However, this 
research engages in understanding relationship marketing in the consumer market. 
Therefore, literature reviewed in this chapter will focus on literature concerning in the 
consumer-organization relationships.
2.2.1 M arketing Concept Development
Relationship marketing has been labeled as a paradigm shift from the marketing mix
management (Gronroos 1994 and 1996). In order to have a better understanding of the
relationship marketing concept, some researchers focused on the development of 
marketing and the differences between marketing mix and relationship marketing to
demonstrate the necessity o f companies to think more about customers' needs and
desires, but not only to distribute products/services to them.
Gronroos (1994) argued the validity o f marketing mix approach from the viewpoint o f
the fulfillment o f the marketing concept - the notion that the firm is best off by
designing and directing its activities according to the needs and desires of customers in
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chosen target markets. He indicated that marketing mix management is, theoretically, 
based on a loose foundation and lacking in interaction with customers and other 
activities of a firm. Thus, marketing mix is production-oriented instead of 
market-oriented. In response to such inadequacy, companies have to modify their 
marketing goals from short-term transaction orientation to long-term relational 
orientation, as well as focus on understanding, keeping and attracting customers.
Gronroos (1996) showed the difference between the marketing mix and the 
relationship marketing approach from the perspective o f resources allocations. The 
mass marketing and transaction orientation of the marketing mix management do not 
allow the firm to adjust its marketing performance according to the demands of 
customers. In this approach, the marketing activities are planned around the product.
However, the changing demands of the market have driven companies towards a
resource-based relational approach. In relationship marketing, customers are treated 
on a much more individual basis. It emphasizes what the firm can do for customers in
the form of a total service offering, rather than what it can do to customers with
existing products or technologies based on a transactional marketing mix management 
approach. Thus， fulfilling customers’ needs, wants， desires， and expectations becomes
18
the major objective of a firm.
2.2.2 Consumer Behavior Theory
The core of the relationship marketing concept is building relationships with 
individuals. The enhancement o f the relationship is not only subject to organizations, 
but also the willingness of customers. Consumer behavior theories provide the 
fundamental to discover the motivations o f consumers to engage in relationships with 
marketers.
Sheth and Parvatiyar (1995) proposed that consumer choice reduction is the basic tenet
o f relationship marketing. They drew on consumer behavior theories to suggest that
consumers are willing to reduce their choice set and engage in relational market 
behavior due to personal influences, social influences and institutional influences. Due
to personal influences, consumers have a tendency to simplify the task of choosing. It
is subject to the consumer involvement in the information processing task and 
motivations to reduce risk. These reasons force customers to reduce their choice set to 
make decision-making more efficient.
Besides, some social institutions (like family, referral group and social group) and
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word-of-mouth communication have powerful influences on consumers9 relational
market behavior Sociological theories suggest that consumers reduce choice to
comply with group norms or to reduce conflict with group members. Sheth and
Parvatiyar (1995) concluded that the greater the sociological orientation of the
consumer and perceived risk o f the future, the greater tendency to reduce choice and
engage in relationships. Moreover, some institutions like government, religion,
employer and marketer can contribute to alternative relational market behavior and
play an active role in reducing consumer choice. However, Sheth and Parvatiyar only
explained the elements altering customers* motivations to reduce choices. Interactions
between firm and customer in the relationship building process are absent
Stem et a i (1998) extended this approach and focused on marketing encounters as 
building blocks of long-term relationship. Using narrative analysis to investigate the 
impact o f a consumers single marketing experience on customer relationship from the 
perspective o f the customer, they purposed that each discrete transaction, encounter, is 
the core in relationship marketing. They found that the benefits to consumers of 
marketing relationships, from consumers* perspectives, sustained over time appear to 
be more emotionally driven than mere choice reduction or choice augmentation. They 
suggested marketing relationships might work best over the long term when the
20
company satisfies with the consumers' needs for nurturance, empathy and caring.
Intimacy theory seems a better way for marketers to approach relationships with
consumers rather than the vantage point o f exchange theory.
As relationship marketing is concerned with the long-term and continuum, giving 
customers a feeling of belief in future transactions is essential. Positive prior 
experience has a great impact on relationships later on. Thus, customer satisfaction 
serves as a base in building relationships. Using justice theory, Tax et a i (1998) 
demonstrated how customer evaluations of service complaint experiences contribute 
to the customer relationship. Positive complaint handling experiences have positive 
effects on customer satisfaction, trust and commitment. Most importantly, positive 
service complaint experiences can effectively retain customers by gaining customers5 
belief in future contacts. All of those are critical in maintaining and developing 
relationships.
Customer satisfaction is regarded as the central mediator o f postpurchase behavior, 
linking prechoice product beliefs to postchoice cognitive structure, consumer 
communications and repurchase behavior. The attitudinal and behavioral 
consequences o f customer satisfaction are playing a central role in driving long-term
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customer relationships. It alters behavioral intentions toward a product. More 
significantly, customer satisfaction gains a customer’s trust and commitment. Through 
the satisfaction of meeting a customer’s expectations over time， customer trust can be 
built. Consequently, firm increases the likelihood in developing and maintaining 
customers’ commitment. A company thus can retain customer relationships in the 
long-term.
One of the reasons of using relationship marketing is that relationship marketing 
achieves more marketing effectiveness by reducing the costs when retaining a 
customer, compared to acquiring a new one. Wolfe (1998) purposed that relationship 
marketing would be a big part of the solution to marketing’s present woes. In order to 
achieve enduring relationships that are satisfying to customers, dialogs should be 
entered into. He showed three requisites that should be attempted in dialogues:
1. Conversational reciprocity: each party allows the other to conduct its 
responses: "I Influence you; you influence m e ,
2. Reciprocal empathy: each party reaches out to identify with and understand 
the other party's circumstances, feelings and motives.
3. Reciprocal vulnerability: both sides in a relationship let down their guards to
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some level that remains safe and conformable yet allows information to flow 
and trust to build.
Wolfe (1998) further concluded that the most important distinctive difference between 
relationship marketing and transactional marketing is the moving from the control of 
consumers to collaborate with consumers. Transactional marketing is “control of 
consumers' minds based on objective knowledge about them derived from research 
and database recordings of their attributes and purchases.^ Individual customers are all 
being treated alike according to the segmentation; messages sent to consumers from 
marketers are developed in an ^average-style**. In relationship marketing, attention is 
shifted toward consumers as individuals and individual customer preferences. 
Companies need to show more intention towards dialogs with consumers and invite 
consumers， collaboration in refining the marketing processes.
Wolfe (1998) believed that both the traditional marketing and relationship marketing 
concept tend to be exclusive and prescriptive. He suggested an integrated system of 
these two concepts, DRM (developmental relationship marketing), which is an 
advanced form of relationship marketing that draws on principles o f human 
development to project consumers' needs, motivations and responses to marketing
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messages. While relationship marketing is consumer-focussed, he suggested that 
DRM is mind/brain focussed. The basic assumption of DRM is that consumer 
behavior is impossible to be anticipated. He argued that all perceptions, thoughts, 
actions and motivations have their origins in the brain. Thus a consumer^ mind/brain 
is where marketing really takes place. Marketers should take care o f customers* 
psychological needs. Consumers' root motivations are generated from motivating 
values based on the different stages in a person's life. Following those arguments, he 
asserted that the main challenge confronting marketers is understanding consumers' 
psychosocial needs.
2,2.3 Intimacy Theory
Intimacy theory, in contrast to the exchange partner model (which is used in 
business-to-business relationships) and seduction theory (which is focused only on 
emotionally driven consumption), is a more generalizable approach for service 
relationships with personal consumers. The central theme of the intimate relationships 
is "the 5 C sM attributes: Communication (self-disclosure), caring, commitment, 
comfort (compatibility) and conflict resolution (trust). These attributes are interwoven 
in a series o f stages that comprise the relationship’s developmental cycle. Stem (1997) 
purposed that the intimacy approach for communicating intimacy relationship
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messages to consumers in advertising should be an integration o f personal and
situational perspectives.
Furthermore, the intimacy messages sent to customers must take into account 
individuals' benefits. Stem has drawn on these five "C s1 and a cyclical view from 
Levinger's "ABCDE" cycle (Levinger and Snoek 1972) to discuss the customer 
relationship from the angle of cycle process.
Stem (1997) developed a n " ABCD" model of relationship cycle specialized to services 
advertising. The model consists o f four stages: Acquaintance", "Buildup",
"Continuation", and "Dissolution’1 that display cyclical progression. In the 
acquaintance stage, the advertiser's objective aims at motivating the consumers to 
allocate processing capacity or effort to the stimulus.
The critical elements of acquiring a relationship from a customer are customer’s 
perception o f value and the expected helpfulness about his/her own goal. In the 
“Buildup” stage， the advertiser’s objective turns to reduce customer’s perceived risk 
by generating positive interactions. It is because satisfied interactions directly 
contribute to a customers positive anticipation towards a certain firm， thus, giving a
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background for a trusting relationship to be built. Consequently, the presentation o f a
customer's promise and/or motivation to maintain the relationship with the firm (even 
in the reducing of choices) should therefore appear, in order to gain a continuous 
relationship. Finally, even though the firm has successfully built a stable relationship 
with a customer, the customer would likely exit (dissolution), if  the firni fails in 
satisfying the customer's needs and expectations in the long-term.
2.2.4 Value and Equity Theory
An important concept in relationship marketing is that it is necessary for companies 
looking after the mutual (customers, and the company’s) long-term benefits when 
maintaining relations between the company and customers. In providing o f benefits, or 
says value-adding activities, these should be meaningful to the customiers. In other 
words, in order to successfully retain a customer in a relationship, the added value 
should be related to individuals’ actual needs and wants instead o f just adding more 
and more benefits without any consideration o f what customers like. Nevertheless, 
customers perceived value directly leads to satisfaction, which is one o f the critical 
antecedents o f customer relationship (Heskett et al. 1994; Liljander and Strandvik 
1995). With its important, some researchers are trying to discuss the willingness of 
”staying” of customers from the tangent of value.
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Ravald and GrOnroos (1996) even said that "value is considered to be an important 
constituent o f relationship marketing and the ability of a company to provide superior 
value to its customers is regarded as one of the most successful competitive strategies 
for the 1990s/' Customer perceived value includes two dimensions: perceived benefit 
and perceived sacrifice. Perceived sacrifice includes all the costs that the buyers faced 
when making a purchase. Perceived benefits are some combination o f physical 
attributes, service attributes and technical support available in relation to the particular 
use o f products, as well as the purchase prices and other indicators of perceived 
quality.
In the relationship marketing perspective, Ravald and Gronroos (1996) suggested that 
the firm's offering should be seen as a "value carrier". In order to achieve a sustainable 
competitive advantage, firms must provide offerings which the customers perceive as 
having a greater net-value than the offerings o f competitors. On the other hand, they 
believed that the relationship itself might have a major effect on the total value 
perceived. Thus, the perceived value o f a single episode in a relationship is:
Episode benefits + Relationship benefits
Total episode value = __ __________________________________
Episode sacrifice + Relationship sacrifice
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Following this position, the discussion, which is the focus of the study, turns to the 
value of having a relationship. For customers, the value of having a long-term 
relationship (e.g. dependable, safe, credible, etc.) should be created from a sequence of 
several successful transactions, which make customers start to feel satisfied and trust a 
firm's ability that it could fulfill their individual needs and wants. In order to gain a 
dependable relationship with customers, firms should also provide outstanding 
relationship value in every single contact.
This sense of interaction between a single transaction and the relationship maintaining 
process is also supported by Tax et al, (1998). They stated that continuous positive 
transactions are necessary to give a belief to customers in acting out relational 
behavior To conclude, companies should keep in mind that both episode and 
relationship value have impacts on each other. A positive perceived value o f episode 
level is the platform to build up customer trust and loyalty. Thus, a mutual profitable 
relationship for both sides can be generated.
Besides, Ravald and Gronroos (1996) suggested that there are two important things 
that should be kept in mind when understanding customers' perceived value. First, a 
customer's evaluation o f a given offering would be a comparison o f what they received
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for what they paid. It is following Monroe's (1991) argument that customers value a 
reduction in costs more than a responding increase in the benefits. It means that 
companies cannot just consider what they give to the customer, rather they have to 
concern about the sacrifices a customer has to make. It is because a customer’s 
willingness to pay is the final destination o f a transaction.
In addition, customer perceived value is subjective and individual, and therefore varies 
among consumers. Ravald and Gronroos suggested that this phenomenon must be 
related to different personal values, needs and preferences. Both o f these two 
arguments suggest firms to seek for customer's actually needs in adding value around 
the products.
Szmigin and Bourne (1998) concentrated on the area o f consumer services in their 
paper and gave a more in-depth answer o f why perceived value o f relationship is 
various among customers. They also suggested the difference is subject to customers' 
personalities, needs and situations. The value of relationships will be dependent on the 
nature o f the service, the nature of the consumer and the nature of the situation.
This contrasts with the proposition o f Ravald and Gronroos (1996) that the success or
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failure of a relationship is simply subject to the balance between benefits and sacrifice. 
Szmigin and Bourne assumed that any relationship has limited importance, and indeed 
"life'1 for a consumer. They contended that consumers are more likely to take a broad 
view of whether they are engaging in a transaction which is equitable to them. They 
purposed that the "exclusive" relationship is not necessarily the only relationship type 
among customers. In fact, many of the customers do not want to be tied into a 
relationship with a single firm. Some consumers continue to seek equity and value in 
the current form of relationship compared to the other suppliers. For each customer, 
there should be a set o f several preferred product providers, so that the customer 
continuously compares the value of relationships among these "friends", rather than 
stays in a single company exclusively.
Besides, we should be clear that different consumers do have different needs in terms 
o f their preferences for a relationship or a more transaction-based approach with 
particular suppliers. Not all customers want a relationship or even may not gain a 
feeling o f better value by entering into a relationship with a certain suppliers. It is 
subject to the individual nature o f value. Some customers may more value a 
do-it-yourself option and avoid the extra services from providers to gain a sense o f 
convenience and self-control. For this kind o f customers, a transactional mode of
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relationship is more acceptable. This is also identical to Stem's (1997) suggestion of
individual difference on relationship desire.
2.2.5 Interpersonal Relationships
Some researchers tried to use interpersonal relationship theories as the basis for 
studying consumer-brand relationships. Fournier and Yao (1997) used the perspective 
of interpersonal relationship theory to critically examine, reposition and extend the 
notion of brand loyalty within the framework o f consumer-brand relationships. They 
found that the traditional "exclusive" loyalty relationship is rare among customers. 
They stated that one must treat consumer-brand loyalty as a dynamic phenomenon. 
The relationship perspective is the more useful approach to the conceptualization and 
measurement of the brand loyalty notion.
Fournier (1998) used interpersonal relationship to demonstrate that brand can be a 
partner of relationship. Drawing on the interpersonal relationship concepts which 
brand relationship theory can be cultivated, she tried to gain a better understanding of
the relationships that consumers form with the brands they know and use. The
confidence of using interpersonal relationship as an approach to consumer-brand
relationship is supported by the arguments shown below:
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1. Brands can and do serve as viable relationship partners.
2. Consumer-brand relationships are valid at the level o f lived experience.
3. Consumer-brand relationships can be specified in many ways using a rich
conceptual vocabulary that is both theoretically and managerially useful.
Following these arguments, Fournier (1998) defined four characteristics o f 
consumer-brand relationship inferred from interpersonal relationship theories: The 
brand as relationship partner; relationships are purposive; relationship as multiplex 
phenomena; and dynamic perspective.
First, relationship involves reciprocal exchanges between active and interdependent 
relationship partners. The principle of that brand can be act as a relationship partner is 
because consumers show no difficulty in consistently assigning personality qualities to 
inanimate brand objects. The use o f spokespeople in advertising and 
anthropomorphized brand characters in marketing tactics have served as examples of 
this suggestion. Although brands have no objective existence at all, and cannot think 
or feel, yet brands can be a collection o f perceptions held in the mind o f consumers. 
This makes it possible to entertain brands as vital members o f the relationship dyad.
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Second, relationships are purposive, involving at their core the provision o f meanings 
to the persons who engage them. Relationships are necessary to add and structure 
meaning in a personas life. Consumer researchers who study possessions and their 
broad consequences for self-definition accept this meaning-provision notion. 
Psychologically, relationships may add significant meanings to the lives o f the persons 
who engage them at each level or depth of the operative goal connection by helping 
resolve life themes.
Besides, other sociocultural and rational sources can serve as a context that shapes the 
significance of the relationship for the person involved too. Relationships are 
multiplex phenomena: they range across several dimensions and take many forms, 
providing a range o f possible benefits for their participants. For example, relationships 
can be distinguished by the nature o f the benefits they furnish to their participants. 
Relationships can also be distinguished by the types o f bonds that join parties together. 
Other relationship dimensions include non-voluntary versus voluntary; formal versus 
informal; equal versus unequal; and friendly versus hostile, etc. Finally, relationships 
are process phenomena: they evolve and change over a series o f interactions and 
response to fluctuations in the contextual environment.
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A summary of theoretical approaches in studying consumer-organization relationship
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Before examining the relationship between the acceptance o f relationship 
marketing and the other variables (marketing effectiveness; product category 
familiarity; importance attitude toward value benefits/sacrifices; trust and
commitment), it is necessary to have an understanding of the nature o f relationship
marketing acceptance.
The success o f relationship marketing is highly subject to customers' willingness in 
entering into such a relationship. Even if the brand has provided superior quality 
products and services, they would become meaningless if  the customer does not 
want to become close or is not willing to stay with the firm. For example, a 
customer who feels constrained because it is time consuming to develop a close 
relationship with companies would probably prefers an "exchange" relationship 
with brands.
This research defines relationship marketing acceptance as the customer's overall 
acceptance o f firms' applying of the relationship marketing concept as marketing 
strategy compared to the transactional approach. The core idea o f relationship
marketing acceptance is that not all customers prefer the same level o f relationship
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with organizations. Some might want closer relationships, and others might prefer 
to be less close, or even total isolation. Many researchers have similar arguments on 
this too.
Stem (1997) stated that Mthe marketing profession must contend with individuals, 
who neither seek nor want help in achieving intimate relationships.” Szmigin and 
Bourne (1998) also stated that customers may differ in their personalities, needs 
and situations; they may not totally want or need a relationship. Hence, the 
consumer-brand relationship marketing is not necessarily the preferred state from 
the customer's point o f view.
While the arguments o f Stem; Szmigin and Bourne focus on customers who do not
desire to have any relationship with any company (or brand) and consider the
contacts from the company as disturbances in their lives. Other researchers believe 
that the nature o f consumer-brand relationship is a continuum from transactional to
relational. Narus (1991) stated that an organization might need to pursue both
transactional and relational marketing simultaneously because not all of the 
customers want the same working relationship, due to the customers? variation in
their relationship orientations. Gabarino and Johnson (1999) also proposed that
there is a continuum of customer relationships, ranging from transactional to
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relational orientations instead of the "polarizing" view held by other researchers
(Gronroos 1994; Lewin and Johnston 1997; Piercy 1998).
Literature which uses interpersonal theories to investigate relationship marketing 
also gives us reasons o f why there are different relationship marketing acceptance 
HlevelsM held by various customers. First, psychologically, relationships may raise 
some fears: "giving into one's own destructive impulses; crying or being unable to 
express feelings in a controlled way; losing one's individuality and being engulfed 
by another" (Stem 1997). This gives the reason why some individuals prefer 
"reclusive, isolated lifestyles", because they just do not want or lack the capability 
to have a relationship.
On the other hand, interpersonal relationship theories believe in that 
consumer-brand relationship is valid at the level o f customers’ life experience 
(Fournier and Yao 1997; Fournier 1998). Relationships are purposive, individuals 
engage in a relationship in order to resolve their life themes (Fournier 1998). From 
this goal-based perspective o f relationship, we can see that the strength of 
relationship drives, and the types of relationships desired, are subject to the 
consumer's feeling about a firm's ability to provide meaning to his/her life. This is 
because, according to the customer's perspective, relationship marketing means the
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seller must have a good knowledge o f both the company and its environment, and 
use this knowledge to create customized offerings (Chang and Ding 1998). If a 
customer thinks that a firm, or lets say, a firm^ relationship marketing approach can 
help him/her in achieving his/her operative goals, the customer will show a great 
acceptance toward relationship marketing. In contrast, the relationship would 
become meaningless, and thus unnecessary, if  the consumers cannot find anything 
in the relationship which can connect to their goals o f lives.
The last reason is that some customers do not even have any concept o f 
organization-consumer relationship. For example, Founier and Yao (1998) found 
that some of the customers (in their study) do not have the habit to stay with a single 
brand or a set of brands (even through they do have a preferred brand), because, they 
think it is unnecessary. This situation also can be found in the focus group study in 
this research. Sorrie of the respondents just cannot imagine how a firm can build a 
relationship with an individual. For this kind o f customers, some o f the relationship 
marketing requirements, like information exchange, cooperation on mutual benefits, 
and so on, are likely to be unacceptable. Therefore, they will probably reject the 
relationship building process. In the following sections, this research will discuss 
some variables that would affect a customer’s acceptance of relationship marketing.
39
To summarize, customers9 feeling on the relationship marketing strategy is very
subjective. Not all customers would acceptance this strategy as the favorite one. 
Their acceptances would be altered by their situations, desires and life experiences. 
For example, if the benefits provided by the relationship marketing cannot improve 
a customer^ perceived relationship value, he/she is not likely to show a high 
acceptance on this strategy. Therefore, the way of how a customer perceives the 
value may have a close relationship with the acceptance. Furthermore, the desire of 
having a long term relationship is also affected by a customer’s commitment on the 
firm. Thus, the commitment would also have an impact on a customer acceptance 
of this strategy too.
On the other hand, interpersonal relationship theories stated that individuals engage 
in relationships in order to resolve their life themes. Therefore, the customer^ 
confidence on a firm5s ability to fulfill his/her requirements may also have an 
impact on the acceptance o f relationship marketing. This explores the importance 
o f customer trust on the company.
Finally, relationship marketing may not necessary to have the ability to “help” all 
kind of customers. For instance, relationship marketing may please a customer who 
have a higher level o f familiarity with the product category by offering quality
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information. But, A customer who considers that price is very important may try to 
avoid the relationship marketing. A more detailed development o f the research 
framework is provided below.
3.1 Product Category Fam iliarity
3.1.1 Product Category Fam iliarity and Relationship M arketing Acceptance
Product category familiarity, which is sometimes called product class knowledge, 
has been found to alter a consumer’s decision making behavior in terms of 
differentiating customers5 information processing ability (Solomon 1996; Sheth 
and Parvatiyar 1995). In particular, customers who are more familiar with the 
product category have better knowledge about the product category. Therefore, 
they are more able to distinguish which product features/attitudes are more 
important in the product category (Sen 1998). For example, a Personal Computer 
(PC) customer who is less familiar with the product category may evaluate a 
computer in terms o f the “overall” performance of the computer. In contrast, an 
experienced PC customer will probably evaluate the PC in terms o f some specific 
features, such as CPU speed, memory size, and so on. Hence, product category 
familiarity provides experienced customers (customers who have purchasing 
experiences and knowledge about specified features of the products) with better
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guidance to evaluate a product. However, in order to make the right choice by 
evaluating each of the product features, experienced customers need to 
acquire/search for more information about the product category than novices 
(customers of the product category who have very limited knowledge about the 
products) do. Therefore, customers who are more familiar with a product category 
will have a greater demand of product-related information in their choice processes.
Besides, experienced customers also have greater interest in searching for new 
information about the product category, compared to novices. The first reason is 
that experienced customers need more information in their choice processes. 
Furthermore, in order to maintain/improve their ability to make right choices in the 
future, experienced customers should keep the information stored and updated in 
their memories. For example, whenever there is a technological breakthrough in the 
hardware of PCs, it will provide new product features/functions for PC products. 
Knowledgeable customers are better able to discover the differences between the 
old and new features (Sen 1998). Therefore, experienced customers will try to 
update their information. In contrast, novices are less likely to search for/acquire 
such new information, because they even do not know what is the difference 
between the new and old product features and functions. This argument is also 
consistent with other research (Chan and Misra 1990; Richins and Root-Shaffer
42
1988) which argues that customers who are more familiar with a certain product
categories are usually more involved in searching for new product information. 
And they are usually interested in accumulating knowledge about the product class.
To conclude, customers who are more familiar with a certain product categories
have a greater demand for product-related information, and have a greater intention 
to searching for or acquire new product information (Mishra et al. 1993; Lee and 
Lou 1996). Relationship marketing emphasizes the communication o f information 
between a company and customers (Duncan and Moriarty 1998). It will provide
fruitful new product and market information to customers. Therefore, it is
suggested that customers with different levels o f product category familiarity
would have different feelings about relationship marketing.
In particular, when customers have a greater familiarity with the product category, 
they want more information about the product. Relationship marketing will actively 
provide individualized information to them. It saves their cost and time in searching 
for information. Therefore, customers who have a greater familiarity with the 
product category would have a greater acceptance of relationship marketing, 
because relationship marketing satisfies their need for information and allows them 
for acquiring quality information in a very convenient way. In contrast, consumer
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behavior literature (Bettman et al. 1991; Alba et a i  1991) states that customers with 
a limited capacity in process product-related information tend to avoid receiving 
too much information when making choices. Therefore, the fruitful information 
provided by relationship marketing is a form of annoyance to them. Thus, this 
research suggests that product category familiarity increases customers’ acceptance 
o f relationship marketing.
ffia- Product category familiarity has a positive effect on the acceptance o f  
relationship marketing.
3,1.2 Product Category Familiarity and Marketing Effectiveness
Product category familiarity can also differentiating customers' decision-making 
styles in terms of altering customers5 information processing ability (Chan and 
Misra 1990; Celsi and Olson 1988).
Experienced customers have a higher ability to examine the product 
features/attitudes (Rao and Monroe 1988). Furthermore, they also have a better 
knowledge about the characteristics o f different brands o f products in the category. 
Therefore, they have a better understanding of which product/brand^s product in the 
market has the collective features that are suitable for their needs.
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This argument is consistent with the statements from other literature (Lee and Lou 
1996; Irwin and Payne 1998) that customers who have more familiarity with a 
product category are better able to discover which brand’s product has the 
features/functions that are suitable for them. This ability allows them to make more 
meaningful choices according to their preferences. In other words, customers with 
higher familiarity with a certain product categories usually can purchase the “right” 
product that is able to satisfy their needs and situations (Sen 1998). Sambandam 
and Lord (1995) supported this argument and stated that customers who have 
higher product category familiarity have more realistic expectations about the 
products before purchase. Therefore, such users usually have a higher satisfaction 
level after purchase.
Moreover, if  a customer is satisfied with the current product, his/her intention of 
searching for other alternatives will be reduced (Sambandam and Lord 1995; Garg 
and Chan 1997). Therefore, customers with higher familiarity with the product 
category are more likely to repurchase from the same company in the future. Thus, 
the company can gain a better marketing effectiveness from such customers.
In contrast, customers who have limited familiarity with the product category do 
not have enough knowledge to process product-related information and evaluate 
the product before purchase. They tend to rely on extrinsic cues, especially price
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and referrals made by friends and family, when making choices (Sen 1998; Sheth 
and Parvatiyar 1995; Mishra et aL 1993). In other words, their purchase decisions 
are not based on their own preferences.
Therefore, they more easily switch to another brand in the future because of other 
people’s referrals， as well as price cutting of other brands. Therefore, such kinds of 
customers are less likely to contribute to the marketing effectiveness.
Hib： Product category familiarity has a positive relationship with marketing 
effectiveness.
3.2 Trust
3«2.1 T rust and Relationship M arketing Acceptance
Trust is defined as ctthe willingness o f a customer to rely on an organization in 
whom one has confidence” （Dwyer e， a/. 1987). In order to enhance successful 
relationship marketing, firms need to focus on two-way communication and 
collaborations with customers. If customers do not think that a firm is trustworthy 
or do not have confidence that the firm has the ability to provide long-term benefits 
to them, they will never be willing to cooperate with the company. Hence, they are
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probably not willing to have a long-term relationship with i t
In addition, in order to provide individualized products and services to its 
customers, a firm needs to ask for and keep customers, private and personal 
information. Thus, if  a customer does not have the confidence that the firm is 
dependable and responsible, a sense o f risk will occur. In such a situation, the 
customer will not think that relationship marketing is acceptable, because they 
would think that it is risky and unsafe.
H2a： Trust has a positive effect on the acceptance o f relationship marketing.
3.2.2 Trust and Marketing Effectiveness
Considerable sources from prior literature stated that trust (and commitment) leads 
to better marketing effectiveness (Dupont 1998; Tax et al. 1998; Swan et al. 1999; 
Ambler era/. 1999; Foreman 1997).
Trust gives a customer confidence toward a company/brand in the equity and 
reliability o f the service/product offered (Ellen et al. 1999). Furthermore, it 
provides customers the feeling o f credibility (Macintosh and Lockshin 1997). Such 
customers have the belief that products produced by the company are able to satisfy
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their needs. Therefore, this kind of customers will have more willingness to
purchase products from the brand/company which they think is trustworthy (Bolton
et al, 2000).
Especially in the high perceived risk situation, purchasing from a trustworthy 
brand/company can provide customers with a sense of safety. For example, when a 
customer is considering buying a product that is very expensive, the worries about 
making a wrong choice would make the customer perceive a high risk in making a 
decision. However, confidence toward a certain brand’s product can effectively 
reduce the customer’s feeling of risk (Sheth and Parvitayar 1995). Therefore, the 
customer will probably purchase the product from the brand/company in which 
they think is dependable.
H2b- Trust has a positive relationship with marketing effectiveness.
3.3 Commitment
3.3.1 Commitment and Relationship Marketing Acceptance
Commitment (and trust) is frequently conceptualized as being important constructs 
o f the relationship in current relationship marketing theory (Lewin and Johnston
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1997). It has been suggested to be central to the success o f relationship 
enhancement in the industrial market, channel members partners and even the 
customer market (Moorman et a i  1993; Morgan and Hunt 1994; Fournier 1998; 
Tax et a l  1998; Garbarino and Johnson 1999).
Commitment refers to the enduring desire of one party to maintain a relationship 
with another party. Moorman et a i (1992) defined a customer^ commitment with 
an organization as “an enduring desire of a customer to maintain a valuable 
relationship with an organization.^ According to this definition, it is easy to 
understand that a committed customer is more likely to have a greater acceptance o f 
relationship marketing, because relationship marketing also concerns about the 
enduring relationship between the firm and the customer.
However, in order to keep the customer^ desire and willingness to engage in a 
relationship with the firm in the long-term, the relationship should be a valuable 
one. If the customer thinks that the relationship with the firm is not valuable, his/her 
desire will probably reduce or even vanish away. Fortunately, committed customers 
are more willing to cooperate with their product providers (Garbarino and Johnson 
1999). In the relationship marketing approach, many of the benefits, which 
customers can receive from relationship marketing, will only take effect when
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customers are willing to cooperate with the firm (Gordon et a i  1998). For example, 
a firm is able to provide individualized services/products to a customer only when 
the customer is willing to express his/her own needs and wants or is willing to 
provide certain necessary information to the firm.
Therefore, committed customers are more likely to gain valuable benefits in the 
relationship. Hence, committed customers are more likely to think that having a 
long-term relationship with the firm is valuable. Thus, have a greater acceptance of 
relationship.
H$a' Commitment has a positive effect on the acceptance o f relationship 
marketing.
3.3.2 Commitment and Marketing Effectiveness
Commitment has been discussed by numerous o f researchers in 
business-to-business relationship marketing. It is defined as the enduring desire o f 
parties to maintain a valued relationship (Morgan and Hunt 1994). However, only 
very limited literature in relationship marketing talked about the commitment of 
customers in the consumer product markets. Moorman et a i (1992) defined a 
customer’s commitment with an organization as “an enduring desire of a customer
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Although the definition of consumer commitment and organizational commitment 
is very similar， the nature is different. In a business-to-business situation, 
commitment represents parties5 continuing willingness to rely on and cooperate 
with each other, in order to achieve mutual goals (Ganesan 1994). However, the 
representation of commitment in the consumer product market is different. In 
particular, a customer who shows his/her adherence to an organization/brand, 
means that he/she is willing to stay with the same brand and engage in repurchase 
behavior in the future (White and Schneider 2000). This idea suggests that 
commitment will directly increase marketing effectiveness through the increasing 
of the customers’ willingness to repurchase from the same committed firm.
to maintain a valuable relationship with an organization.”
H$b' Commitment has a positive effect on marketing effectiveness.
3.4 T rust and Commitment
In the above discussion, both trust and commitment are expected to have positive 
effect on the relationship marketing acceptance and the marketing effectiveness. In
addition, it has been suggested that trust is also a variable leading to customer
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commitment (Morgan and Hunt 1994). Recent research in relationship marketing 
suggests that trust is valuable construct of marketing relationships, because of its 
contribution to customer commitment (Macintosh and Lockshin 1997). Other 
literature in marketing has also suggested that a high level of trust will lead to 
customers’ intentions to stay with the firm (Garbarino and Johnson 】 999). It is 
because commitment results when customers think that the company will concern 
and improve their future welfare (Garbarino and Johnson 1999; Dupont 1998). In 
addition, commitment entails vulnerability. Therefore, people are unlikely to be 
committed unless confidence about the firm/firm^ product is established. In 
follows this:
H4： There is a positive relationship between trust and commitment.
3.5 Im portance A ttitude toward Value Components and Relationship 
M arketing Acceptance
Derived from literature about relationship value, researchers have pointed out that 
customers' perceived value has a great impact on the success of relationship 
marketing, and the establishment of a long term relationship with a company. For 
example, Grewal et al. (1998) found that high-perceived value lowers a customer's
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intention in searching for new alternatives and leads to a higher willingness to buy 
products from the same company. In other words, high perceived value will 
contribute to customer retention.
In the value and equity concept literature, researchers believe that customers* 
evaluation in having a relationship with an organization is totally based on the 
perceived value that they can gain from the relationship practices. However, it is not 
necessarily the case that all customers perceive the same value from a certain firms 
or a certain strategies. It is because the way customers perceive the value is veiy 
subjective and individualized (Zeithaml 1988; Szmigim and Bourne 1998; Gronoos 
1994; Ravald and Gronoos 1996).
The differences o f various customers5 perceived values are generated by various 
customers’ attitudes toward value components. Literature stated that customers 
perceive the value in two dimensions: benefits and sacrifices. Customers perceive 
the value by evaluating the benefits they can receive and the sacrifices they should 
give simultaneously (Monroe 1991). The most critical issue is that customers5 
feelings about the importance o f benefits and sacrifices vary among customers. 
Some customers may always search for more benefits, others would like to sacrifice 
less (for example, price discount), or even only focus on how much they should
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spend. All of these are subject to their own preferences, needs, and personality
situations (Zeithaml 1988; Szigim and Bourne 1998). Thus, different customers
would have a different perceived value of having a relationship with an 
organization.
Furthermore, returning to the nature o f the relationship marketing concept, it 
emphasizes adopting a strong service orientation to satisfy customers5 needs. In 
doing so, value-adding tactics are applied by relationship marketing. Benefits a 
customer is able to gain when he/she enters a relationship with an organization 
include quality and individualized service; perceived risk reducing; accurate 
information; safety; and credibility, etc. (Lewin and Johnston 1997; Ravald and 
Gronroos 1996).
On the other hand, although the value concept literature has pointed out that some 
customers may tend to be more sensitive to a loss than to a gain (Monroe 1991), 
however, the focus o f relationship marketing still on taking care of customers9 
getting components. The reason is that relationship marketing assumes that the 
price sensitive will decrease by time in a supplier relationship (Szmigin and Bourne 
1998). This kind of notions guided the relationship marketing strategy to concern 
more on satisfying customers by offering more benefits to them, such as
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individualized service, quality products. In contrast, tactics which can lower 
customers’ financial giving are not considered as effective ways to maintaining the 
consumer-organizations (Szmigin and Bourne 1998), such as low price strategy and 
discount offering.
We can see that most o f the relationship marketing tactics are concerned with the 
benefits dimension. Thus, if a customer's evaluation o f having a relationship is 
subject to perceived value, there should be different levels o f relationship 
marketing acceptance held by customers with various importance attitudes toward 
benefits and sacrifices. In particular, if  customers think that sacrifice is crucial, they 
might not think that the benefits provided by a relationship marketing approach are 
valuable or useful. It is because relationship marketing only focuses on providing 
more benefits, such customers, perceived value would not be high enough to 
encourage them to enter a relationship and they would probably prefer an 
"exchange relationship'1.
On the other hand, for other customers who always search for more benefits, 
relationship marketing becomes the best approach in providing value. Therefore, 
they would be more likely to have a higher level of relationship marketing 
acceptance. As Szmigin and Bourne (1998) said, "different consumers have
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different needs in terms of their preference for a relationship or a more
transaction-based approach with particular suppliers." Following this concept, this
research hypothesizes these as:
H5： The more a customer thinks that benefit component is important, the greater
the customer accept the relationship marketing.
He： The more a customer thinks that sacrifice component is important, the less the 
customer accept the relationship marketing.
3.6 Relationship M arketing Acceptance and M arketing Effectiveness
That a customer has a high level of relationship marketing acceptance means the 
customer is willing to have a long-term relationship with certain product providers. 
However, having a long-term relationship with a product provider may give the 
customer some sense of risk. Consumer behavior literature (Sheth and Parvatiyar 
1995) stated that, from the customer’s perspective, having a relationship with an 
organization means a customer needs to engage in reducing available market
choices. In doing so, the customer forgoes the opportunity to choose another
marketer or product provider that also serves his/her needs. The choice reduction
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will increase customer's perceived risk, when he/she feels uncertain about the
performance of the product provider/product provider's products.
However, satisfaction with a company, which is generated from positive 
experiences of prior transactions, gives customers confidence that the company can 
flilfill their needs in the future. It also gives customers a positive feeling toward the 
company. Therefore, satisfied customers would probably expect that future 
transactions with this company would generate positive outcomes. This expectation 
lowers customers5 perceived risk of reducing their choice set o f available brands 
due to less uncertain feelings about the outcomes of future transactions (Tax et aL 
1998). Such customers are more likely to be more willing to rely on the company or 
company’s product and reduce their choice set of available brands.
In order words, customers who are willing to develop a relationship with an 
organization should have a positive feeling towards the organization, and they are 
usually satisfied with the organization. Furthermore, the positive and satisfactory 
feelings toward a company also affect customers’ purchasing behavior Prior 
research has stated that satisfaction with a company/company’s product leads to 
repurchase intentions (Dick and Basu 1994; Botton et a i 2000). It could convert 
customers5 prior experiences and positive feelings towards the company into their
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preference structures (Tax et a i 1998). Therefore, customers who are satisfied with 
a company/company’s product will convert their positive feelings into a higher 
preference for the company’s products. Such preference will consequently increase 
the customers’ intention to purchase from the same company in the future. 
Therefore, a higher marketing effectiveness can be expected.
On the other hand, customers with a higher level of relationship marketing 
acceptance are more willing to have frequent contacts with a company and they are 
interested in receiving information provided by the company. Through frequent 
contacts with the company, customers will have more chances to have a better 
understanding of the firm, as well as having better understanding of how the 
company can fulfill their needs and wants, and thus can ensure this in future 
transactions. This results in reducing customers’ perceived risk in making 
transactions with the company (Stem et al. 1998). Therefore, a greater intention of 
repurchases will be generated for these customers.




Figure 3.1 depicts a model o f the relationships tested in this study. The core o f the 
model is the relationship marketing acceptance. As it showed, Trust, commitment, 
product category familiarity and attitude towards benefit importance are expected 
to be positively related to relationship marketing acceptance. Furthermore, there is 
a co-linearity among trust and commitment to the dependent variables o f 
relationship marketing acceptance and marketing effectiveness.
In contrast, the attitude towards sacrifice importance is related negatively to 
relationship marketing acceptance. Consequently, the relationship marketing 
acceptance would increase the marketing effectiveness. Furthermore, marketing 
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In this research, the adopted approach is mainly quantitative. In order to test the 
relationship marketing acceptance o f customers, a telephone survey was conducted 
with a sample group size o f 300 printer users. The construction of the questionnaire is 
based on the relevant literature. A focus group interview and pre-test product selection 
was conducted to confirm the questions in the questionnaire and the market to be 
investigated in this study.
4.1 Preliminary Investigation
4.1.1 Focus Group Study
First, in order to gain a better understanding of the consumers' concept o f the value and 
brand relationship to construct the questionnaire, two focus group interviews were 
conducted in early September 1999 to generate more conceptual ideas. Focus group 
interview can provide a more complete picture o f the phenomenon of customer-brand 
relationship. It allows respondents the freedom to express their feelings and opinions, 
and helps in exploring criteria respondents used in judging value. Since the objective 
in this stage is exploring ideas and information to improve the questionnaire, a
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convenient sampling was applied. A total o f 8 Lingnan University students and staffs 
(4 undergraduate students, 2 postgraduate students and 2 members of staff) took part in 
the two focus group interviews. Interviews were designed to yield three types o f 
information: (1) What aspects contribute to your feeling o f having value? (2) What 
does a brand mean to you? (3) What kind o f relationship do you have with your most 
favorite brand?
Interviews consisted of three sections. In the first section, interviewees were 
encouraged to talk about their purchasing habits and experiences of low price and high 
price products. In addition, they were asked to talk about what gives them the value in 
low price or high price products. Obviously, their choice processes and the evaluation 
criteria are very different between the low price and high price products.
In the next section, each interviewee was asked to choose one product category, which 
is their most favorite one, and to share their feelings about their most favorite brand in 
this category. Information yielded in this section includes: (1) Do you always purchase 
the product of this brand? (2) If someone tells you there is another brand that is better 
than your favorite brand, what would you do? Product/service categories that were 
mentioned (by interviewees) in this section included mobile phone service, clothing,
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printer, and cosmetic.
In the final section o f interviews, interviewees engaged in a free discussion about the 
brands and products among these 4 product/service categories. In the two interviews, 
both o f the discussions focused mainly on mobile phone service. Key findings in the 
focus group interviews were used to modify the questionnaire and the choice of 
product to be tested in the pre-test product selection. With regard to product category 
familiarity, the pre-test product selection only included the mobile phone services and 
printers mainly because clothing and cosmetic tend to be more familiar to women.
4.1.2 Pre-Test Product Selection
Apart from printers and mobile phone services, 8 products/services were added in the 
test. They were cameras, hairstyle products, watches, sport shoes, CD players, credit 
card, travel agencies and coffee beans. These 8 products/services were generated by 
unstructured telephone interviews with 20 persons. After briefly explaining the idea of 
relationship marketing to the interviewees, a single question was asked in each phone 
call: 'Tor what kind of products/services do you think you would be likely to enter into 
a relationship with a firm?"
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Then, a pre-test product selection with a total of 50 questionnaires was conducted by 
telephone interviews. Questions in this test focused on subjects' familiarity about these 
ten products (tested by scale questions) and what is important to them in each of these 
ten products (open-ended questions were applied in this part, which are used to 
determine the scales in the value components). A product then was selected based on 
three principles: (1) Male and female have homogeneous familiarity on the product 
chosen. (2) The familiarity of product chosen has a considerable variance among 
subjects. (3) The value components provided by subjects in the open-end questions 
should be, to some extent, related to relationship marketing tactics. According to these 
three criteria, the printer was chosen to be the market area in the research. Information 
gained in this section was also used to modify the scales o f product category 
familiarity and the value items, in order to make the scales best suited to the printer 
market.
4.2 Questionnaire Design
Structured questionnaire was used to gain comparable data for an analysis of the 
theoretical model in this research. Since the data collection was to be conducted by 
phone calls, some response bias, such as time pressure and fatigue^ may appear if  the
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interview was too long and complicated. A structured questionnaire is a suitable 
solution for this problem, respondents would find it easier to answer the questions and 
have a lower perception of time-consuming (Asker and Day 1990). Furthermore, it is 
also easy for the researcher to record the data during the interview and minimize the 
chance of interviewer bias by designing and implementing a structured questionnaire.
Relationship marketing acceptance: As the literature materials about surveying 
relationship marketing are relatively limited and the acceptance o f relationship 
marketing is an inferential idea in this research, scales used to measure the acceptance 
of relationship marketing are based on previous relevant literature both in 
business-to-business and customer relationship domains. Scales used in this variable 
are mainly based on the items o f customers' expected relationship level (7 items) 
introduced by Stone and Woodcock (1995), as well as scales of relationship valence 
and long-term orientation (Totally 12 items) from the research about relationship 
between company and distributors by Ambler et al. (1999). The set of scales was 
reduced and modified according to the findings from the focus group and the 
definition o f relationship marketing in this research.
In the focus group studies, respondents showed no difficulty in understanding the
definition o f relationship marketing concept. Although most o f them seems have 
positive feelings on this concept, discussions during the interviews still showed that 
their acceptances are subjected to their willingness to respond to certain requests from 
the relationship marketing, such as offering personal information and maintaining 
frequent contacts. In addition, their acceptance is also subjected to their 
hopes/concems about the long-term relationship and relationship benefits. These 
pointed out that the scales in measuring the acceptance o f relationship marketing 
should be specified on the tasks that will be applied by relationship marketing strategy. 
Therefore, items that are too conceptualized were removed in the draft questionnaire. 
Finally, since respondents think that taking part in the activities held by the brand is 
also a presence o f accepting the strategy, it was also included as an item in measuring 
this variable. Finally 12 items were applied in the draft questionnaire (7-point Likert 
scale ranging from very unwilling to very willing).
Marketing effectiveness: The benefits related to relationship marketing, which have a 
positive effect on company profitability are: (1) increased return on marketing 
expenditure by customer retention/repeat purchasing, (2) referrals making and (3) 
simplifying the choice process (Bulger 1999; Fournier 1998; Gronroos 1994; Tax et al. 
1998; Sheth and Parvatiyar 1995; Szmigin and Bourne 1998; Buchanan and Gillies
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1990; Mullin 1997; Kalawani and Narayandas 1995; Duncan and Moriarty 1997; 
Dupont 1998; Foumier et a i 1998; Van Gordan 1991). In the draft questionnaire, 
marketing effectiveness was measured by three items related to these three respects, 
questions in this part were asked rather directly, and responders' feelings of agreement 
were recorded on the 7-point scale.
Trust and Commitment. This study drew on the approach o f Garbarino and Johnson 
(1999) for measuring a consumer's commitment to an organization as the basic of the 
scales of commitment. Since there are few studies about consumer commitment to an 
organization, they followed, others' methods by modifying the scales o f employee 
commitment to an organization construct of consumer commitment to a health club 
(Kelley and Davis 1994) and to a grocery store (Bettencourt 1997). This research 
directly applied the commitment items (4 items) from Garbarino and Johnson’s 
research. The items of trust in this research were also generated by a very similar 
procedure, the scales used to measure trust were mainly based on the research of 
Garbarino and Johnson (1999) and Morgan and Hunt (1994). Furthermore, scales of 
trust and commitment were added or reduced according to the other research both in 
the field of busiaess-to-business and consumer-brand relationship marketing (Tax et a i 
1998; Smith 1998; Tim et al. 1999; Gerrard and Lockshin 1997; Garbarino and
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Johnston 1999; Anderson and Weitz 1992; Morgan and Hunt 1994; Swan etal. 1999). 
Finally, the draft questionnaire included 7 items for commitment and 6 items for trust 
(7-point Likert scale ranging from absolutely disagree to absolutely agree).
Product Category Familiarity. Since there is no research using product category 
familiarity as a variable in researching relationship marketing, the scales of product 
category familiarity were developed based on the other literature related to this topic 
(Sen 1998; Coupey et al. 1998; Rao and Monroe 1998; Grewal et al. 1998; Celsi and 
Olson 1988; Mishra et a i  1993). Scales were then modified according to the findings 
from the pre-test product selection. Researchers have stated that the measurement of 
product category familiarity should include objective and subjective items (Rao and 
Monroe 1988; Grewal et al. 1998). Thus, the draft questionnaire o f this research 
included 3 objective measures related to respondents' knowledge about printer brands, 
usage and printer paper (open-ended questions). Together with another one subjective 
scale question (7-point Likert scale ranging from completely unfamiliar to completely 
familiar), there were totally 4 items in measuring the product category familiarity 
variable.
Importance Attitude toward Benefits and Sacrifices: In following with the other
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research studying the value (Grewal 1991; Grewal et al. 1998; Dodds et al. 1998), this 
research included scales of both benefits and sacrifices components, which were 
mainly developed from the focus group interview and pre-test product selection. Since 
the findings o f the focus group interview and pre-test product selection indicated that 
the components which are related to sacrifice for subjects are basically the price and 
discount, therefore, the scales used to measure the sacrifice dimension were: (1) Price 
is important (7-point Likert scale anchoring from absolutely disagree to absolutely 
agree). (2) Discount is important (7-point Likert scale anchoring from absolutely 
disagree to absolutely agree). (3) Value means low price (7-point Likert scale 
anchoring from absolutely disagree to absolutely agree). For the benefits dimension, 9 
items (7-point Likert scale anchoring from absolutely disagree to absolutely agree), 
which were based on relevant literature and modified to suit the printer market, were 
applied.
In order to ensure the validity o f the items in testing the variables, a pilot test was 
conducted with 50 printer users during late September 1999. In considering the 
smoothness of survey administration and easy understanding of questions for 
respondents, the questionnaire was translated into Chinese. The Chinese version of 
draft questionnaire was reviewed by two academic experts in this field.
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During the telephone interviews, respondents showed no difficulty in comprehending 
and responding to the scales of product category familiarity, trust, commitment and 
value components. Some of the respondents had problems in understanding the 
meaning of several items on marketing effectiveness and relationship marketing 
acceptance. The scales related to these two dependent variables were then modified in 
a more understandable way according to respondents* suggestions and feelings. Some 
scales were also deleted according to a reliability test. Items of each variable remained 
when the Cronbach's alpha value was higher than 0.700. For example, the third scale 
o f measuring marketing effectiveness, the willingness of simplifying the choice 
process, was deleted. The final draft o f the questionnaire was reviewed by an academic 
expert in Lingnan University in this field. As the expected respondents o f the survey 
were printer users, the academic expert suggested that scales of measuring value 
should be more specified. The relevant scales were modified according to his 
suggestion. For example, the scale: "Price is important" was replaced by "low price 
was the reason why you bought your printer.n The Chinese and English version of 
questionnaire are attached in Appendix A and B.
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4.3 Sampling and Questionnaire Administration
The data were collected during the period from middle November 1999 to late January
2000 by phone survey. Hong Kong printer owners aged under 45 were selected as the
sample. The reason of controlling the respondents' age to below 45 is due to the usage
and nature o f this research topic. According to the research of ''Home Computers and
Networking in Hong Kong," which was conducted by TRP (Telecommunications 
Research Project, Centre o f Asian Studies, University of Hong Kong, 1999). The age 
o f major computer (home) owners is mainly under 50. Their results are shown in Table 
4.1. The category of users aged 40-49 only showed 7.7% of usage. Since printer is a
peripheral product o f computer, this research suggests that controlling the age of 
respondents to below 45 can provide a more significant result in investigating the
printer market and would be more convenient.
Table 4.1
Major Computer User Age Group 1994 and 1998
A g e  o f  M a j o r  
U s e r s  (Y e a r s )
B e lo w  1 8 1 8 - 2 0 2 1 - 2 9 3 0 - 2 9 4 0 - 4 9 5 0 - 5 9 6 0 +
V a lid  A n s w e r  
1 9 9 4
21.4% 18.2% 28.7% 21.8% 8.6% i.i% 0.2%
V a lid  A n s w e r  
1 9 9 8
21.8% 18.1% 29.8% 21.4% 7.7% 0.4% 0.8%
Source: Telecommunications Research Project, Centre o f  Asian Studies, University o f  Hong Kongt 1999 
Sample: 2961 households
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Telephone numbers were generated randomly from the latest Hong Kong Residential 
Telephone Directory. In each phone call, after explaining the nature and purpose o f the 
research, the interview started with the eligible members in the household. If there was 
more than one member in the household are printer owners aged less than 45, the 
appointment would be made randomly. Phone calls were made from 8:00pm to 
10:00pm on weekdays. It is because most of people in Hong Kong work from 9am to 
5pm on weekdays, and most of the workers have gone back to their homes and have 
finished dinners by 8:00pm. It was expected to reach a wider range o f target 
respondents in this period. In addition, the refuse rate was expected to be lower. On 
non-working days, phone calls were made from 3:00pm to 10:00pm.
During the two-month period, a total o f 300 questionnaires were completed. The 
response rate was 20%. Since the respondents were assessed by phone, the total usable 
response rate was about 95% (294 cases were used). Since the data collection was 
suspended during the Christmas and New Year holiday, a t-test was conducted to 
confirm that there is no difference between the two portions o f data. The results did not 
indicate any difference between the two portions of data. It suggests that the data were 
valid enough to be analyzed together.
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Table 4.2
Variables and Internal Consistency
V a r ia b le s N o . o f  I t e m s C r o n b a c h ’s  A lp h a
R e la t io n s h ip  M a r k e t in g  A c c e p ta n c e 9 0.8125
M a r k e t in g  E f f e c t iv e n e s s 2 0.7869
P r o d u c t  C a te g o r y  F a n u l ia r i t y 4 0.7734
C o m m it m e n t 6 0.8920
T r u s t 6 0.8693
V a lu e
S a c r i f ic e  D im e n s io n 2 0.7149
B e n e f i t  D im e n s io n 7 0.7642
After coding and transcribing the data, reliability tests were Conducted with the help o f 
the statistical packages of SPSS 9.0 for Windows to ensure that the scales in the 
questionnaire produced consistent results for variables. The results indicated that all 
Cronbach's alpha of variables items exceeded 0.700. Ambler et al. (1998) suggested 
that a Cronbach5s alpha value exceeded 0.700 showed a high internal consistency 
among items. Therefore， the internal consistency among items of this research’s 
variables was acceptable. Table 4.2 shows the internal consistency results of items for 
variables and the number of items for each variable.
4.4 Data Analysis
With respect to analyzing data, the statistical packages of SPSS 9.0 for Windows were
employed. Correlation analysis and regression analysis were employed to test the
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hypotheses in this study. Analysis o f the relationship between relationship marketing 
acceptance/preference and marketing effectiveness was conducted using partial 
correlation analysis. Partial correlation analysis is also used to examine the 
relationship between the trust and commitment
Regression analyses were conducted to examine the relationship between the 5
independent variables and relationship marketing acceptance, and the relationship
between the 3 independent variables (trust, commitment and product category
familiarity) and marketing effectiveness. Details of the data analysis and results are 




Chapter Five Results and Discussion
5.1 Results
In order to examine the seventh hypothesis, the relationship between relationship 
marketing acceptance and marketing effectiveness was tested using partial correlation 
analysis. The testing result indicated that there is a positive relationship between 
relationship marketing acceptance and marketing effectiveness (coefficient = 0.495, 
P-value = 0.01, d.f. = 205). This result proves the sixth hypothesis o f this research. 
Another partial correlation analysis was also used to test the relationship between the 
trust and commitment. The result also indicated that there is a positive relationship 
between taist and commitment (coefficient = 0.296, P-value = 0.01, d.f. = 207).
The next step was using regression analysis to examine the relationship between the 
other 5 independent variables and relationship marketing acceptance (Pedhazur 1982 
and Menard 2000). Furthermore, in order to exclude the effects o f the correlation 
between independent variables, the backward stepwise regression analysis was 
applied. The measure o f relationship marketing acceptance was regressed on the 
variables hypothesized to influence it and the other 4 control variables (income, 
education, gender and age):
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Rm a= ySiFamili + yS2Valuej3 + /3iValue_s + ySJVust + /^Commit
+ /3 eGender + 0  7lncome + /3 sEdu + 0  ̂ Age
Where Rma = relationship marketing acceptance.
Famili = product category familiarity.
Value_b = importance attitude toward benefits.




Income = income level.
Edu = education level.
Age = age.
The result o f the regression analysis is provided in Table 5.1. The F-test shows a 
significant equation (p < 0.001) and an R2 o f 0.469 (Model 1). Because of missing 
values, the effective sample size for the regression was n = 297. Since there was no 
significant difference between the profile o f the total sample and the reduced sample, 
this is not believed to affect the results. The regression was run on the averaged scores
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of the variables for all multi-item constructs. The 4 control variables were also
recoded.
Table 5.1
Regression on Relationship Marketing Acceptance
M o d e l  l d M o d e l  2 M o d e !  3 F u l l  M o d e l
I n d e p e n d e n t
V a r ia b le s
(Constant) -0.271 -0.095 0.076 0.214
Famili 0.146b 0.132b 0.132b 0.139b
Value_b 0.259c 0.282b 0.278b 0.276b
Value一s - -0.007 -0.068 -0.071
Trust 0.460c 0.458b 0.466b 0.478b
Commit 0.220° 0.236b 0.231b 0.228b
C o n tr o l Gender -0.240 -0.233 -0.256 -0.244
V a r ia b le s
-0.106b -0.108bIncome -0.086 -0.084
Edu - - - -0.039
Age - - -0.090 -0.097
M o d e l Rl 0.469 0.474 0.475 0.477
S ta t i s t i c s
F-test 30.572 26.595 23.323 20.753
Sig. 0.000 0.000 0.000 0.000
b. Significant at 0.05 level
c. Significant at 0.01 level
d. Final Model Adopted
In the Model 1, Valuers, Edu and Age were removed from the Full Model because of 
the presence o f unacceptable VIF or Tolerance scores. This suggests that the entering 
o f these three variables may cause computational problems. Thus, it is believed that 
the adopting o f Model 1 can provide clearer and more accurate results. Therefore 
Model 1 was adopted. All VIF scores were below 1.6 in the Model 1. Ambler et al. 
(1998) suggested that the multi-collinearity among the variables is acceptable, when 
the VTF scores are below 1.6.
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The result o f Table 5.1 indicates that relationship marketing was affected by product 
category familiarity. When customers had higher product category familiarity, they 
held a greater acceptance of relationship marketing ( /3 1 = 0.146, p < 0.05). The 
relationship marketing acceptance was also influenced by importance attitude toward 
benefits, trust and commitment. The more the customers think that the benefits 
component is important, the more the acceptance of relationship marketing they have 
( ^ 2  = 0.259, p  < 0.01). Customers' commitment also positively affected their 
acceptance of relationship marketing ( ^ s  = 0.220, p < 0.01). Finally, customers' 
feeling of trust could significantly increase their acceptance ( / ? 4  = 0.460, p  < 0.01).
However, the results indicate that customers disregard the sacrifice component in 
developing their acceptance o f relationship marketing, which is hypothesized in this
research. How customers perceive the sacrifices components o f the product does not 
have a significant impact on the acceptance o f relationship marketing. In addition, the
results show that customers with a higher income will have a lower acceptance of
relationship marketing = -0.106, p  < 0.05), which is not hypothesized in this 
research.
Finally, another regression analysis was applied to examine the relationships between
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the several independent variables and marketing effectiveness. The procedural of this 
analysis is the same as the former regression analysis using backward stepwise:
Me = r  tFamili + r  2Trust + 7  .Commit
+ r  ^Gender + r  slncome + r  «Hdu + r  ?Age 
Where Me = marketing effectiveness.
Table 5.2
Regression on Marketing Effectiveness
M o d e l s F u l l  M o d e l
I n d e p e n d e n t













C o n tr o l  V a r ia b le s Gender -0.147c -0.155°
Income -0.159c -0.157b
Edu • 0.141b 0.141b
Age - -0.005
M o d e l  S ta t i s t i c s R2 0.517 0.501
F-test 37.888 32.324
Sig. 0.01 0.01
a The factors Value_b and Value_s were not included in this regression because they were not hypothesized
as variables affect marketing effectiveness in this research
b. Significant at 0.05 level
c. Significant at 0.01 level 
d  Final Model Adopted
The results are shown in Table 5.2. Since the research only hypothesizes that trust, 
commitment and product category familiarity have positive relationships with 
marketing effectiveness, this regression only includes this three variables as 
independent variables. Marketing effectiveness is positively affected by product
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category familiarity { y  \ = 0.227, p  < 0.01), trust ( 7 2  = 0.422, p  < 0.01) and 
commitment ( 7 3  = 0.186, p  < 0.01). Furthermore, the results also indicate that men 
contribute more to marketing effectiveness than women do ( 7 4  = -0.147, p < 0 .0 1 ), 
respondents with higher incomes contribute less to marketing effectiveness ( 7 5  = 
-0.159, p  < 0.01), and education level is positively associated with marketing 
effectiveness ( 7 5  = 0.141, / 7 < 0.05). The R2 for the equation was 0.517, F = 33.888 (p 
< 0.01).
To summarize, other than the sixth hypothesis (the more a customer thinks that
sacrifice component is important, the less the customer accept the relationship
marketing), all hypotheses in this research were, proved by the data. A summary of key
findings is provided below.
Table 5.3
Summary of Key Findings
H y p o th e s e s C o e f f ic ie n t s S ig .
Product category familiarity to RMAa (+) (Hla) 0.146 0.05
Trust to RMA (+) (H2a) 0.460 0.01
Commitment to RMA (+) (H,a) 0.220 0.01
Benefit importance attitude to RMA (+) (h 5) 0.259 0.01
Sacrifice importance attitude to RMA ( - ) (H6) - -
Product category familiarity to marketing 
effectiveness ( + ) (H,b) 0.227 0.01
Trust to marketing effectiveness ( + ) (H2b) 0.422 0.01
Commitment to marketing effectiveness ( + ) (H讣） 0.186 0.01
Trust to commitment (十) (H») 0.296 0.01
RMA to marketing effectiveness ( + ) (h 7) 0.495 0.01
a  R^IA stand for relationship marketing acceptance
80
5.2 Discussion
Prior research on consumer-organization relationship has discussed how a company 
could achieve successful relationship marketing. In contrast, this research 
investigates relationship marketing from the custom er^ point o f view, and tries to 
explore what "kind" of customers would hold a higher level o f relationship 
marketing acceptance. The major intentions of this study are: (1) To develop a 
deeper understanding of customers' acceptance o f relationship marketing; (2) To 
examine the relationship between relationship marketing acceptance and marketing 
effectiveness; And (3) to examine the relationships between relationship marketing 
acceptance, product category familiarity, the importance attitude toward benefits and 
sacrifices, trust and commitment.
The results have significant implications for both practice and theory. The results 
derived from this study also provide substantial support for the research framework. 
Many of the independent variables that influence the acceptance of relationship 
marketing also influence marketing effectiveness. The results also provide evidences 
of the important role of relationship marketing acceptance in term of increasing the 
marketing effectiveness. If the results from this study are robust, it suggests that
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relationship marketing should be applied to the "right" people, instead o f being a 
general solution to apply to all consumers (which is suggested by other research).
5.2.1 Product Category Familiarity
The effect on relationship marketing acceptance
The results indicated that a customer’s product category familiarity positively 
associates with his/her acceptance o f relationship marketing. This suggests that 
customers with a higher knowledge o f certain product categories will have a higher 
level o f relationship marketing acceptance. The reason for this relationship can be 
attributed to customer^ attitude toward the information acquiring. Prior research 
(Chan and Misra 1990; Sambandam and Lord 1995) found that, in most cases, 
customers who have a high degree o f product category familiarity are those who are 
very interested in such a product. If a customer is interested in that product category, 
he/she would have more desire to acquire information about the product. Even if 
he/she is already very knowledgeable in the product category, he/she will still be 
interested in searching for any further news and information about the product. On 
the other hand, since relationship marketing emphasizes the communication of 
product- and brand- related information (Duncan and Moriarty 1998), relationship 
marketing can benefit such customers in terms of offering them updated information 
and news about the products. At the same time, customers can save their time and
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effort in searching. Therefore, relationship marketing is attractive to such kind of
customers. Table 5.4 provides a clearer description for this argument.
Table 5,4
Product Category Familiarity and 
Relationship Marketing Acceptance
S c a le s  o f  R e la t io n s h ip  
A c c e p ta n c e
M e a n
( L o w  F a m i l ia r i t y )
M e a n
( H ig h  F a m i l ia r i t y )
M e a n  S c o r e  
D if f e r e n c e s
L o n g  T e r m  R e la t io n s h ip 3.53 4.17 0.64
C lo s e  R e la t io n s h ip 3.47 4.11 0.64
I n d iv id u a l i z a t io n 4.70 5.11 0.41
P e r s o n a l  I n f o r m a t io n  R e q u e s t 3.89 4.73 0.84
C o o p e r a t io n 3.83 4.41 0.58
F r e q u e n t  C o n ta c t s 3.67 4.56 0.89
N e w  P r o d u c t  I n f o r m a t io n  
O f f e r in g
3.79 5.05 1.26
M e m b e r s h ip 3.54 4.35 0.81
T a k e  P a r t  in  A c t i v i t i e s 3.36 3.89 0.53
Table 5.4 shows the mean scores differences between the relationship marketing
acceptance of users with low and high product category familiarity in each scale of 
measuring printer users* relationship marketing acceptance. In the <cNew Product 
Information Offering” and “Frequent Contacts”， we can find the greatest differences
between low and high familiarity users (1.26 for former, and 0.89 for latter). It
further supports the argument above. The greatest difference between novices and
experienced customers in accepting relationship marketing is their different wants in
information. Another insight from Table 5.4 is that the mean score o f the i4New
Product 夏nformation Offering” is 3.79 for low familiarity users. Although this shows
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that low familiarity users hold negative feelings towards relationship marketing, they 
are still fairly neutral (the middle scores of scales are 4). This gives a message to 
companies that information is critical in attracting customers.
The effect on marketing effectiveness
The results also showed that product category familiarity positively associates with 
marketing effectiveness. This suggests that more knowledgeable users are more 
likely to repurchase products from the same firm, and they also have more 
willingness in referring the firm to others. Customers who are more familiar with a 
product category have the capacity to integrate new information and their own 
knowledge to assist them in making good choices. Especially in the printer market, 
new models and technologies are introduced frequently. The functions o f different 
models are various. Their ability to renew and make use o f new product information 
is very essential in making a right decision. In addition, they have a better ability to 
detect inferior performance before purchase. Thus, they are more able to make right 
choices before purchasing. Therefore, they are more likely to have higher satisfaction 
levels after purchase.
Furthermore, satisfaction directly reduces a customer’s feeling of necessity in 
searching for alternatives in the next purchase. Therefore, such kind of customers is
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more likely to return to the same product provider in the future. It is because they 
have the confidence (which is constructed from their own knowledge and positive 
prior purchasing experiences) that the company’s product can satisfy them.
On the other hand, customers who are more familiar with a product category can also 
contribute to marketing effectiveness in bringing new customers by making referrals. 
The higher degree of knowledge in the product category provides the customers with 
higher self-confidence regarding their opinions about products in the product 
category (Chan and Misra 1990). Such kind o f customers is more willing to express 
their opinions to others (Sen 1998). Furthermore, since their opinions are very 
reliable, other peopled decisions and attitudes toward the company are probably 
affected by knowledgeable customers. And, become new customers o f the company.
5.2.2 T rust
The effect on relationship marketing acceptance
The results indicated that relationship marketing acceptance is determined by the 
extent to which a customer trusts the product provider. This suggests that a customer 
who believes his/her product provider is trustworthy will have a higher level of 
relationship marketing acceptance than those customers who do not believe it. The 
reason for this finding is that trust can reduce a customer’s perceived risk and
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uncertainty feeling of staying. In particular, relationship marketing emphasizes a 
long-term relationship between a company and its customers. When a company is 
going to build a long-term relationship with a current customer, the customer may 
worry about whether the company can fulfill his/her needs/wants in the future. In 
such a situation, if the customer does not have confidence in the company/company^s 
products, he/she is not likely to have a high degree o f relationship marketing 
acceptance. And he/she would like to search for other alternatives.
However, a customer who believes his/her product provider is reliable has 
confidence that the company can provide quality products/services to him/her in the 
future (Garbarino and Johnson 1999). Moreover, et al. (1997) also stated that such 
kind of customers believe that the company is concerning about their interests/mutual 
benefit in the long-term. Thus, a customer who has a high level o f trust in a company 
will always have the belief that problems that may arise in the future will be resolved 
fairly (Dupont 1998), and is more likely to anticipate attractable outcomes of having 
a long-term relationship with his/her product provider. Furthermore, since such 
customers believe that their product provider is concerning for their welfare, these 
customers are more willing to cooperate with the product provider by submitting 
their preference information, enabling the provider to offer individualized services in
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return. Hence， customers who believe that their product providers are trustworthiness
will have greater acceptance o f relationship marketing.
The effect on marketing effectiveness
The results also indicated that customer^ trust determines marketing effectiveness. 
This suggests that customers who believe their product providers to be trustworthy 
will have greater willingness to repurchase and make referrals. This finding is 
consistent with the finding o f Macintosh and Lockshin (1997). They found that a 
customer’s trust in a store increase ones future purchase intention. While their 
finding represented the situation in stores, this research gives evidence about the 
printer market. This is because such customers feel confident with the product 
quality produced by the product providers. A customer’s trust towards a company， 
which is generated from positive prior purchasing experiences, gives customer a 
perception that the quality o f the company5s products is good enough to fulfill his/her 
needs and preferences. Furthermore, Doney and Cannon (1997) found that 
customers’ confidence on the product provider’s product quality can also increase 
customers’ post-purchase satisfaction with the product. Therefore， trust can lower 
customers1 intention to search for other alternatives and switch.
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Especially in the printer market (or other information technology product markets), 
products9 functions are updated frequently. It is very difficult for customers to make 
reasonable choices when they are deciding what to purchase. Thus, the outcomes of 
purchases will be very difficult to predict. Therefore, customers are very likely to 
purchase from the same product provider that is dependable, because purchasing 
products from this company can effectively reduce one’s perceived risk. This also 
consists with the proposition o f Sheth and Parvatiyar (1995) that the greater the 
perceived risk in choice making, the greater the likelihood that a customer will 
become loyal to the trusted brand.
5,2.3 Commitment
The effect on relationship marketing acceptance
The results indicated that commitment is positively associated with a customer’s 
relationship marketing acceptance. This suggests that committed customers have a 
higher level of relationship marketing acceptance. The roles of commitment and trust 
in relationship marketing are very similar. The difference is that the commitment 
focuses on the enduring desire o f a customer to maintain a relationship and stay with 
his/her product providers (Dwyer et a i 1987; Garbarino and Johnson 1999). 
Therefore, the difference between committed customers and un-committed customers 
is that dedicated customers already treat the company as a reliable partner, and hold a
8S
belief that there is good value in maintaining a relationship with the company. In 
other words， they “actively” want a relationship with the firm. Relationship 
marketing just responds to their desire. It shows that the firm has the same concern 
for a mutual relationship and goals as the customers do. Therefore, committed 
customers would have a higher level of acceptance o f relationship marketing.
The effect on marketing effectiveness
The results showed that commitment is positively associated with marketing 
effectiveness. Firstly, commitment increases marketing effectiveness in terms of the 
customer^ intention to repurchase from the same company. The reason is that the 
higher the level of commitment a customer has with a company, the lower his/her 
feeling of uncertainly and propensity to leave (Dupont 1998). Therefore, the desire 
for stability leads to the customer’s intention to stay and come back when having a 
need for products/services (White and Scheider 2000).
On the other hand, commitment increases marketing effectiveness in terms of 
referrals making. Since committed customers have a lower level of propensity to 
leave, they are always regular purchasing customers. White and Schneider (2000) 
found that this kind of customers have the tendency to talk about their feelings 
toward the company to their friends and families. This is a very important source of
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“word of mouth” communication, since a committed customer’s feeling/attitude 
about the company should be positive. Thus， a committed customer’s friends’ and 
families’ attitudes toward the firm would probably be affected by this kind of 
referrals, which will effectively bring the receivers to the firm later (Sheth and 
Parvatiyar 1995).
5,2.4 Suggestions Form the Findings about T rust and Commitment
The results also suggest that there is a positive relationship between trust and 
commitment. This finding is consistent with the finding and suggestion of other 
research that the effect o f trust and commitment cannot be separated in relationship 
marketing (Morgan and Hunt 1994; Garbarino and Johnson 1999; Dupont 1998). 
From the results o f this research, one can consider commitment as a deeper and 
longer enduring state o f trust. It is because commitment will not appear without the 
presence o f trust. In contrast, some of the effective (i.e. cooperation) is only 
influenced by trust through the presence o f commitment (Hunt and Morgan 1994).
In combining with the findings that trust and commitment can be formed before 
relationship marketing acceptance and marketing effectiveness, these results deepen 
our understanding about the role o f trust and commitment in relationship marketing. 
Trust can be viewed as the basis construct o f marketing relationships. It can
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effectively increase a customer's commitment toward an organization, which is also 
a valuable foundation o f relationship marketing. Then, trust can cooperate with the 
commitment to establish the customer’s acceptance of relationship marketing.
Prior research suggested that trust and commitment are the results of successful 
relationship marketing, because they have significant effects on customer retention 
(Dupont 1998; Harris 1993; Foreman 1997). However, this research demonstrated 
that trust and commitment could be a predictor of customer’s relationship marketing 
acceptance.
In combining the findings o f this research and prior research on trust and 
commitment, it suggests that trust, in cooperating with commitment, play a very 
important role within the whole process o f relationship marketing -  from 
introduction to outcome.
In particular, a customer’s trust in one aspect contributes to a positive relationship 
marketing outcome (findings of prior research). On the other hand, it also increases 
the customer’s commitment and acceptance of relationship marketing (findings of 
this research), which provides solid foundations for successful relationship 
establishment.
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This research suggests that trust and commitment are involved in two different roles 
in the relationship marketing process. First, when a company/brand tries to build up a 
long-term relationship with its customers, trust can directly and indirectly (through 
its effect on the commitment) provide a solid foundation for the company to establish 
a successful relationship by increasing the customers’ relationship marketing 
acceptance level. Then, after the company has built up a relationship with the 
customer， the objective of relationship marketing is to “reinforce” the customers’ 
trust, and also the commitment, in order to continuously improve the marketing 
effectiveness. It is because of that both trust and commitment can increase the 
marketing effectiveness.
To conclude, trust and commitment were posited as the outcome of relationship 
marketing by prior research. It is because they have significant effects on the 
customer retention. In contrast, this research has provided evidences that trust and 
commitment can also be antecedent variables o f relationship enhancement.
S.2.S Importance Attitude toward Benefits and Sacrifices
The ejfect on relationship marketing acceptance
The results indicated that relationship marketing acceptance is determined by the 
extent to which a customer thinks that benefit is important. The customer’s feeling of
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benefit importance is positively associated with relationship marketing acceptance, 
because relationship marketing focuses on providing benefits to customers. 
Relationship marketing emphasizes that a firm/brand needs to add better value to its 
products and activities (Garg and Chan 1997). Relationship marketing tries to add 
value by providing individualized products/services and improving marketing 
activity quality (Van Gordan 1991). Moreover, relationship marketing suggests that 
some kinds of sacrifices, such as price cutting, cannot be an effective strategy for 
maintaining a customer-relationship in the long-term (Wolfe 1998; Sotrbacka et a i 
1994; Gummesson 1998). Therefore, relationship marketing tends to increase the 
customer’s perceived value by focusing more on providing more benefits to 
customers than trying to minimize customers’ sacrifices. Thus, relationship 
marketing is attractive to those customers who feel that benefits are very important to 
them. It is because the more a customer thinks that benefit is important, the more 
likely he/she would weight benefits as crucial factor when perceiving value. Hence, 
such a customer will perceive a higher value from relationship marketing.
On the other hand, since customers would consider the value both in the benefits and 
sacrifices dimensions (Zeithaml 1988; Ravald and Gronroos 1996), this research also 
hypothesizes that the extent to which a customer thinks that sacrifice is important is 
negatively related to the customer’s acceptance o f relationship marketing. However,
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the interesting thing is that the results o f this research did not indicate that acceptance 
o f relationship marketing is affected by the extent to which a customer thinks that 
sacrifice is important.
This suggests that the respondents in the study may perceive that the relationship
marketing will only affect the benefits they can get. Respondents may think that 
relationship marketing is going to provide “extra” services， instead o f asking for 
premium price through providing better benefits. This makes the customer’s 
evaluation concentrates on what benefits they can get instead o f both benefits and
sacrifices. Moreover, customers may think that the sacrifice component is not an 
important factor in this situation. Therefore, the acceptance level o f relationship 
marketing is only affected by the customer's attitude toward the importance of 
benefits.
Moreover, in this study, scales in measuring printer users9 importance attitude toward 
sacrifices are all related to financial costs (the findings o f focus group interviews 
indicated that respondents’ evaluations of sacrifice components concentrate on the 
financial cost they should give). However, respondents in the survey may not only 
evaluate the price, but also evaluate other factors in the sacrifice dimension when 
perceiving the value. Therefore, significant relationship between relationship
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marketing acceptance and importance attitude toward sacrifices cannot be found in 
this study. However, this finding still suggests that the extent to which customers 
think that the price is important do not affect their acceptance of relationship 
marketing.
Another possible explanation is that price is not an important component in customer 
perceived value in the printer market. It is because customer perceived value is 
personal and situational, and perceived value is various in different situations and 
even in different markets (Monroe 1991). Compared to other consumer product 
categories, the new printer models are updated very frequently. The price differences 
between the latest and old models are relatively large. Therefore, customers may use 
the price as an indicator o f quality, and do not use price as a factor in evaluating the 
value.
5.2.6 Relationship M arketing Acceptance and M arketing Effectiveness
The results indicated that the relationship marketing acceptance is positively 
associated with marketing effectiveness. Basically, there are two main reasons why 
customers would have a higher level o f relationship marketing acceptance. First, the 
customers should have a feeling that relationship marketing will enable their product 
providers to offer services so as to fulfill their needs. For instance, in the case of this
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study, customers who are more familiar with printers have a greater acceptance of 
relationship marketing, because it can provide individualized product-related 
information for them. That such a feeling would exist is not only because the 
customers have confidence about relationship marketing, it is also because they have 
confidence about the company. If  the customers do not think that the firm has the 
ability to administrate the relationship marketing, their acceptance level o f 
relationship marketing will vanish away. Customers who have this high level o f 
confidence about a company are very likely to rely on the company whenever they 
have a need for products or assistance.
The second reason why customers would have a greater acceptance level of 
relationship marketing is that the customers do not feel the requests made by 
relationship marketing are annoyance. For example, when a firm applies relationship 
marketing as its marketing strategy, it will try to keep frequent contacts with its 
customers and ask for feedback. Customers do not think that it is annoying and 
respond to such requests only when they feel interested in the company/company^ 
product or think that they can get benefits from the communication. A customer who 
feels interested in a company is more likely to pay attention to the information/news 
about the company. At the same time, the customers would have a better 
understanding about the company. They can learn more about the products and
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services, and the circumstances under which the marketer operates to effectively 
fulfill their needs. Consequently, these customers are more likely to be loyal to the 
company and the company’s products.
5.2.7 Managerial Implications
While other researchers have focused their discussions on how to attract and how to 
retain customers, this research has tried to investigate which kind o f customers is 
easier to be retained or attracted by relationship marketing. The results o f this study 
indicated that relationship marketing is appropriate when an existing customer’s 
product category familiarity, trust and commitment are high. Also it will be more 
effective when introduced to a customer who thinks that benefits are important
When companies are going to apply relationship marketing as their marketing 
strategy, they should keep in mind that not all customers would accept this as their 
favorite strategy. Relationship marketing may not necessarily work to expectation, 
unless the company’s product users think the relationship marketing strategy is 
acceptable. Like other research arguments (Narus 1991 and Gabarino; Johnson 1999), 
a company needs to keep in mind that there is a continuum with one end relational, 
and the other end transactional. For customers who do not accept relationship
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marketing, forcing them to enter a relationship is not wise, more focus on promotion 
mix strategy is more likely to gain sales.
Although relationship marketing emphasizes providing individualized services to 
fulfill the needs o f different kinds o f customers, this study suggests that companies 
can still try to segment customers by their acceptance o f relationship marketing, 
especially when certain companies do not have enough resources to take care o f all 
customers’ needs. Relationship marketing will succeed more easily in this situation, 
when companies target the right customers -  customers who have a greater 
acceptance o f relationship marketing. This research has provided several criteria that 
can be used to categorize the customers: trust, commitment, product category 
familiarity and benefits importance attitude.
While trusted and committed customers have a greater acceptance level of 
relationship marketing, it suggests companies to focus their attentions on existing 
customers. It is because very few customers, who do not have any transaction 
experience with a company, would think the company is trustworthy and show their 
commitment to the firm. Besides, pervious studies noted that relationship is 
changeable (Chang and Ding 1998). Sellers should keep improving their customers7 
trust and commitment to maintain customers9 interests of relationship marketing.
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Companies should pay attention to the product category familiarity o f customers. A 
customer^ product category familiarity is relatively easy to be tested and recorded, 
compared to trust and commitment. It is because trust is a form of attitude. 
Companies may meet some problems in measuring such a factor. However, product 
category familiarity is the more objective information o f a customer. This 
information is easier to be measured. Therefore, product category familiarity can 
give a more reliable prediction o f customers’ relationship marketing acceptance to 
companies.
Especially for those product categories with frequent technology breakthrough or 
requiring knowledge in making decisions, such as computers, cameras, digital cams, 
or even motorcycles, product category familiarity will be a very effective criterion in 
anticipating customers’ acceptance level of relationship marketing. It is because 
news and information about a product is very essential for making choices in this 
kind of product categories. Furthermore, since we know the important role o f 
information in relationship marketing acceptance, companies in these kinds of 
markets should pay more attention on how to transfer information to customers in 
order to be more able to attract high product category familiarity customers to enter 
into the consumer-organization relationships. Product providers should seek channels 
o f communication with their customers, which is conveniently to such customers.
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Some tactics of relationship marketing like the loyalty card program, which rewards 
a customer^ entering into a relationship by offering discounts (Bolton et al. 2000), 
may not be a good choice. It is because a customer’s acceptance of relationship 
marketing is only affected by the customers1 feeling o f importance on benefits 
(instead of both feelings of importance on benefits and sacrifices). In other words, 
price lowering will not provide a significant effect on customers* acceptance of 
relationship marketing (or lets said, the feeling to have a relationship with the 
company). Therefore, it may not be an effective tactic in improving customers5 
acceptance o f relationship marketing by lowering the payments customers should 
give. In contrast, relationship marketing strategy should focus more on the benefits 
that can be provided to customers. Furthermore, the offered benefits should be 
individualized. For example, for high product category familiarity customers, 
companies can focus on providing quality and last product-related information to 
them.
Finally, this research also found that product category familiarity, trust and 
commitment can improve the marketing effectiveness. These findings are also 
valuable to companies, which are not going to apply relationship marketing as their 
marketing strategy. These three variables can be used to segment a certain 
company’s existing customers into high and low value customers. To conclude， the
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findings of this research remind sellers that having a better understanding of existing






There are several limitations in this study that might have reduced the degree to which 
its results can be generalized. Firstly, the data collected from this research were only 
from consumer product market. The findings in this research may not necessarily be 
reflected in the service industries. As service sectors are out o f the scope of this study, 
this may also be an interesting topic for future research.
Another limitation related to the data is the age distribution o f respondents. Over 50% 
of the respondents’ ages were between 18 and 25. Although the distribution is 
presented as normal, the findings o f this study may predominantly represent a certain 
age group of Hong Kong customers. Fortunately, this research also included age as an 
independent variable o f relationship marketing acceptance and marketing 
effectiveness in the analysis. The results did not indicate any association between age 
and these two dependent variables. Therefore, this limitation did not have significant 
harmfiil to this study.
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The scales used to test customers7 feeling o f importance on the sacrifice dimension in 
value were all focused on price. cTrice,5 only may not cover all possible criteria that 
customers use to evaluate relationship value. However, this design followed the 
findings of the focus group. All o f the interviewees focused their discussions on price 
giving when talked about the “give” components in value. This evidence implied that 
price already covers a considerable degree o f customers5 feelings o f importance on the 
sacrifice dimension. In addition, the focus of this study is on ctwould customers who 
search for lower sacrifice avoid relationship m arketing.Therefore, the main concern 
is the customer's feeling of importance, instead of other factors affecting the perceived 
value. Therefore, this portion of data is still acceptable to test the hypothesis.
Another limitation o f the design is related to the dependent variable - marketing 
effectiveness. This research only examined the relationship between relationship 
marketing acceptance and relationship effectiveness. But, it has not examined the 
impact of the customer relationship strength on this relationship. The relationship 
marketing acceptance affect the marketing effectiveness through increasing the 
relationship strength. It is because a customer who have higher acceptance of 
relationship marketing is more likely to willing to built a closer relationship with 
organization. However, a researcher can still learn that there is a positive relationship
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between the marketing effectiveness and the acceptance. More research is needed in 
this issue.
Finally, the printer is a peripheral product o f computer. In addition, the major 
manufacturers o f printer also produce other information products. Therefore, the 
investigation of printers may also provide certain degrees of description on the related 
markets. However, the sample group was drawn from the single market, which is not 
necessarily representative for all of the rest o f the consumer markets. There are some 
drawbacks in using printers as the product for this study.
Firstly, since printers have many functions nowadays, customers may use the printer 
for wide range o f purposes. For example, some users may only use printers in printing 
text documents. A designer may mainly use printers to produce graphics and photos. 
These different purposes will lead the customers have various requirements and 
feelings on the products and relationships. Some customers may even rely on a brand’s 
product because it has some specific functions. This may make the relationship 
marketing acceptance becomes less important Products for single using purpose, such 
as mobile phones and MD players maybe better choices for capturing more actual 
findings.
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Furthermore, printers are usually used at homes or offices. In addition, the times
between replenishment are relatively long. Therefore, the effects o f customers5
feelings on firms and relationship marketing on the marketing effectiveness, such as
repeat purchasing, are hard to be measured. Product with higher replacement rates
maybe a better choice for studying in this area.
6.2 Future Research
Several suggestions for future research regarding relationship marketing and 
relationship marketing acceptance are provided. First, future research on relationship 
marketing must contend with individuals who have avoidance o f relationship 
marketing. Although many researchers found that most individuals may prefer one, or 
more than one relationship (Fournier 1998), some individuals do not think that it is 
acceptable. This research illustrated which kind of customer has a greater acceptance 
level of relationship marketing. However, the differences between accepting and 
avoiding customers need further investigation. Perhaps the most interesting topic to be 
investigated is the difference of how the two kinds of customers respond to 
relationship marketing process.
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In addition, expansion o f measures of effectiveness and acceptance would enhance 
understanding in this area. This research examined printer users’ relationship 
marketing acceptance and marketing effectiveness in a single stage. Future research 
could record consumer’s relationship marketing acceptance and marketing 
effectiveness both before and when a company applies relationship marketing strategy. 
To investigate the changes taking place, it will provide a clearer picture o f relationship 
marketing influences. Measures of effectiveness could also be expanded to include 
elements such as actual changes in purchase behavior and/or changes of acceptance of 
relationship marketing.
Furthermore， this research observed the relationship between respondents’ acceptance 
and marketing effectiveness， but did not examine relationship “strengths” when 
relationship marketing is applied. More research is needed on this topic. Questions for 
further examination are: (1) Does relationship marketing acceptance affect the 
strength of consumer-brand relationship? (2) Does higher relationship marketing 
acceptance warrant the greater success of relationship establishment? (3) Does 
relationship marketing acceptance moderate the relationship between relationship 
marketing tactics and relationship marketing effectiveness? These questions might be 
best addressed in controlled experimental designs.
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In addition, Gordon et al. (1998) have recommended that future research could 
investigate the circumstances in which relationship marketing tactics have a negative 
influence on purchase likelihood. This research responds to this recommendation by 
illustrating that the marketing effectiveness will be reduced, when a customer does not 
have great acceptance of relationship marketing. Following this, another interesting 
topic is to examine this problem dynamically. Future research could investigate the 
different degree o f this negative effect both during and after relationship marketing is 
applied.
Another idea for future research is to examine customers9 acceptance o f different 
relationship marketing tactics. The descriptions o f relationship marketing in prior 
research can be categorized along three dimensions: continuity, individualization and 
personalization (Gordon et al. 1998). Future research could investigate the difference 
o f acceptance on these tactics existing in customers affected by various personal 
factors.
Although this research considers only consumer-brand relationship marketing
acceptance, replicating the current study in an industrial context would be useful to see
if  the same results would be obtained in this context. Furthermore, the findings stated
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that relationship marketing acceptance varies by income, and this also deserves greater 
attention in future research. This finding should provide valuable implementation to 
mangers, because income information is relatively easy to be collected and to be 
applied by companies.
Moreover, the research found that relationship marketing acceptance is affected by 
product category familiarity, which suggests a new dimension of investigating 
relationship marketing. Product category familiarity is one of the factors affecting 
involvement (Solomon 1996). Meanwhile, relationship marketing effectiveness is 
influenced by customer involvement too (Gordon et a i 1998). While product category 
familiarity simultaneously affects involvement and marketing effectiveness, it may 
have a moderate effect on the relationship between involvement and relationship 
marketing effectiveness. Furthermore, it is important for future research to examine if 
there are any other factors that might associate with involvement and product category 
familiarity, so as to investigate their effectiveness on relationship marketing. It is an 
interesting topic for researchers to focus on the influences of such kinds of personal 
factors, because it will provide a better understanding of how to make relationship 
marketing more successful in consumer markets.
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Finally, as it has been discussed in the limitation section, a careful product selection to 
be investigated may provide more meaningful and actual insights in this area. 
Studying products with higher replenishment rates (or shorter product life cycle) and 
for single purpose can increase the research's generalized ability. Furthermore, some 
trendy products, such as mobile phones, maybe good choices. Besides, relationship 
marketing is a conceptual idea. It is hard to be define and measure in product market. 
For example, some respondents in the focus group study stated that they cannot 
imagine how a person is able to build relationship with a brand or product. Therefore, 
relationship marketing maybe more suitable for service sectors. Future research is 
suggested to focus on investigate the relationship marketing in service sectors. 
Examinations about the relationship marketing in interpersonal (sales and customers) 
relationship domain will provide more interesting findings and insights.
6.3 Conclusion
Relationship marketing has been stated as an effective strategy in gaining competitive 
advantage in nowadays marketplace. If relationship marketing can provide such 
important benefits to companies, then what are the customers9 opinions about it? This 
research aims at providing an understanding o f consumer-brand relationship from the
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viewpoint o f consumers. A particular focus is to evaluate the antecedent and 
consequence of relationship marketing acceptance. The main objective is to examine 
the effects of the 5 independents (product category familiarity, trust, commitment, and 
importance attitude toward benefits and sacrifices) on the customer’s acceptance of 
relationship marketing. This research also examined the association between 
relationship marketing acceptance and marketing effectiveness. A questionnaire 
survey was used in data collection. A total number o f 300 Hong Kong printer owners 
(useable rate was 98%), who were aged under 45, were included in the sample.
This research argues that customers held different levels o f relationship marketing 
acceptance. In addition, several factors will alter a customer’s acceptance level of 
relationship marketing. It was hypothesized that customers who think the company is 
trustworthy show a higher acceptance level of relationship marketing. Furthermore, 
customers with a higher product category familiarity and commitment to the firm 
display a stronger acceptance level in relationship marketing. In addition, the degree of 
the customer’s importance attitude toward benefits positively associates with his/her 
relationship marketing acceptance, while the customer's importance attitude toward 
sacrifices has a negative relationship with one's acceptance. Finally, this research also 
hypothesized that there is a positive effect o f relationship marketing acceptance on
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marketing effectiveness.
Overall， the evidence suggests that a customer’s acceptance o f relationship marketing
does have a positive effect on customer’s willingness to contribute to marketing 
effectiveness. Positive relationships between product category familiarity, trust,
commitment and importance attitude toward benefits and relationship marketing
acceptance also can be found from respondents. However, the hypothesized
relationship about importance attitude toward sacrifices and relationship marketing
acceptance was not supported by the evidence.
This study also examined the effect o f the five independent variables on marketing
effectiveness. Besides the importance attitude toward benefits and sacrifices, all other
independent factors have positive relationships with marketing effectiveness, which is
measured by likelihood of repurchase and referrals making.
In conclusion, this research provided several factors for companies to predict the 
likelihood of relationship marketing success. Through predicting a customer’s
acceptance of relationship marketing strategy by the several factors, a company can
target their relationship marketing tactics towards higher acceptance customers.
ill
Therefore, this can increase the likelihood of success. This research is especially
valuable for small companies who have limited resources to provide individualized 
products/services for all kinds of consumers. Focusing on existing customers who
have a higher level of relationship marketing acceptance instead of concerning about




Part I: Screening Questions
請 問 你 現 在 是 否 擁 有 印 表 機 (p r in ter )呢 ？（Y es: c o n tin u o s;  N o : s to p )  
是 ________  否 ________
請 問 你 的 年 齡 是 多 少 ？ （ C o n tr o l t o  u n d e r  4 5 )
Part n ： Product Category Familiarity
1 . 請 列 出 所 有 你 知 道 的 印 表 機 (p r im e r)的 牌 子
2 .  請 問 你 每 星 期 使 用 印 表 機 (p r in te r )的 頻 率 有 多 少 ？
以 1 至 7 爲 評 分 標 準 ，T 分 代 表 非 常 不 頻 密 ，“ 7 ”分 代 表 非 常 頻 密
非 常 不 頻 密
1 2  3 4 5 6
3 .  請 問 你 對 “E p s o n ” ，“H P ” 和 “ X e r o x ” 這 三 個 牌 子 的 印 表 機 (p rin ter)的  
園 格 是 否 淸 楚 7
以 1 至 7 爲 ^ • 標 準 ，T 分 代 表 非 常 不 淸 楚 ，“7”分 代 表 非 常 淸 楚  
完 全 不 淸 楚
1 2  3 4 5 6
4 .  整 體 來 說 ，請 問 你 認 爲 你 自 己 對 印 表 機 (P rin ter)這 一 種 產 品 的 熟 悉 程 度 有
多 少 呢 ？
以 1 至 7 爲 評 分 標 準 ，“ 1”分 代 表 完 全 不 熟 悉 ，“7”分 代 表 完 全 熟 悉  
完 全 不 熟 悉
1 9  3 4 5 6
非 常 頻 密  
7
完 全 淸 楚  
7
完 全 熟 悉  
7
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Part HI: The Way How Customers Perceive Value
請問你現在所擁有的印表機 (printer)是什麼牌子的呢 ?
5 . 請問你對以下這些句子的同意程度有多少？以 1至 7分 爲 標 準 ，“ 1”分代表完全不同意 ’ “7”
分代表完全同意。
我購買這台印表機 (printer)的原因是價格平宜 1 2 3 4 5 6 7
我購買這台印表機 (printer)的原因是有折扣優惠 1 2 3 4 5 6 7
我購買這台印表機 (printer)的原因它耐用 1 2 3 4 5 6 7
我購買這台印表機 (printer)的原因是打印速度好 1 2 3 4 5 6 7
價値是品質好的意思 1 2 3 4 5 6 7
我購買這台印表機 (printer)的原因是打印效果好 1 2 3 4 5 6 7
我購買這台印表機 (printer)的原因是它品質好 1 2 3 4 5 6 7
售後服務是我選擇印表機 (Primer)的主要條件 1 2 3 4 5 6 7
價値是意思是價格便宜 1 2 3 4 5 6 7
Part IV: Trust
6 . 請問你對以下這些句子的同意程度有多少？以 1至7分 爲 標 準 ，“ I”分代表完全不同意 ’ ‘丁  
分代表完全同意。 _ _ _ _ —
我相信這個牌子的公司，餚夠遵守它所作出承諾 1 2 3
4 5 6 7
這個牌子的商品的品質都是很好的 1 2 3
4 5 6 7
這個牌子的公司是可以信任的 1 2 3




3 4 5 6 7
這個牌子的商品都能夠付合我的期望 1 3
4 5 6 7
這個牌子的公司是誠實的 1 2 3
4 5 6 7
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Part V: Commitment
7 . 請問你對以下這些句子的同意度有多少？以 1至7分 爲 標 準 ，“ 1”分 代 表 完 全 ’ “7”分代
表完全同意。 . _ . ■
在將來我雖要換印表機 (printer)時 ，也不會轉用其他的牌子 i 一  1 
一  1
3 4 5 6 7
我對這個牌子十分忠誠 1 3 4 5 6 7
我經常留意關於這個牌子的消息 1 2 3 4 5 6 7
對於我擁有這個牌子的印表機 (printer), 我感到很自豪 1 2 3 4 5 6 7
我喜歡我所用的這個牌子 1 2 3 4 5 6 7
就算我發現其他牌子的價格比較平宜,我也不會轉用其他的  
牌子
I 2 3 4 5 6 7
Part IV: Acceptance of Relationship Marketing
(如果這個牌子的公司向你作出以下的邀請 /請 求 ，你會否願意?）
8 . 請問你對以下這些句子的同意程度有多少？以 1至7分 爲 標 準 ，“1”分代表完全不同意 ’ “7 ’
分代表完全同意。
我希望跟這個牌子的公司建立一個長遠的關係 1 2 3 4 5 6 7
我希望能跟這個牌子的公司維持一個密切的關係 1 2 3 4 5 6 7
我希望這間公司能爲我設計一些設合我個人需要的售後服  
務或產品
1 2 3 4 5 6 7
我願意向這公司提供有關我自己的資訊，使它能提供更高質  
素的貨品及16務
1 2 3 4 5 6 7
我願意跟這個牌子互相合作，以便它能提供更好的產品及服  
務
1 2 3 4 5 6 7
我願意跟這個牌子的公司經常保持接觸 1 2 3 4 5 6 7
我希望這個牌子的公司能不時向我提供新產品及服務的資  
訊
1 2 3 4 5 6 7
如果可以的話，我想成爲這個牌子的會員 1 2 3 4 5 6 7
我希望參與這個牌子的公司所舉辦的活動 1 2 3 4 5 6 7
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Part V: Marketing Effectiveness
9. 你是否願意再次購買這個牌子的產品？以 i至7分 爲 標 準 ，“r 分代表非常不願意 ’ “7”分代 $
非 常 願 意 。 （repeat purchasing)
非常不願意
1 2  3 4  5 6  7





















Part I: Screening Questions
Are you a printer user? (Yes: continuos; No: stop)
Yes No
How old are you? (Control to under 45)
Part II: Product Category Familiarity
1. Please list all the brands o f printer that you know






3. How knowledgeable you are about the price of printers of Epson, Xerox and Cannon?






4. Please rate how knowledge you are about the printer







Part HI: The Way How Customers Perceive Value
Which brand of printer are you using?
5. On a scale of 1 to 7, w here 'T ' means extremely disagree and UT '  is extremely agreed, how agreed 
you overall with the following sentences?
I buy this printer because its price is low l 2 3 4 5 6 7
I buy this printer because this model have discount 1 2 3 4 5 6 7
I buy this printer because it is durable 1 2 3 4 5 6 7
I buy this printer because the printing speed is high 1 2 3 4 5 6 7
Value means good quality 1 2 3 4 5 6 7
I buy this printer because the printing quality is good 1 2 3 4 5 6 7
I buy this printer because the overall quality is good 1 2 3 4 5 6 7
I buy this printer because the after-purchase service is good 1 2 3 4 5 6 7
Value means low price 1 2 3 4 5 6 7
Part IV: Trust
6. On a scale o f 1 to 7, where means extremely disagree and ltT  is extremely agreed, how agreed 
you overall with the following sentences?
[ believe this brand could relied upon to keep its promise 1 2 3 4 5 6 7
The quality of this brand's products is very good i 2 3 4 5 6 7
This brand is trustworthy 1 2 3 4 5 6 7
[ think I can rely on this brand’s product 1 2 3 4 5 6 7
This brand’s products can fulfill my expectation 1 2 3 4 5 6 7
This brand is honest 1 2 3 4 5 6 7
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Part V: Commitment
7. On a scale of 1 to 7, where “ 1” means extremely disagree and “71, is extremely agreed， how agreed
you overall with the following sentences?
I am going to continue using this brands product 1 2 3 4 5 6 7
I have a strong sense of loyalty to this brand 1 2 3 4 5 6 7
I always notice about this brand’s news 1 2 3 4 5 6 7
I am pound of being a customer of this brand 1 2 3 4 5 6 7
I like this brand 1 2 3 4 5 6 7
I will continue to use this brand even the price of another brand is 
lower
1 2 3 4 5 6 7
Part IV: Acceptance of Relationship Marketing
(If this brand's company invites you engage in following activities, to what extent are you willing to
cooperate?)
8. On a scale of 1 to 7, where “ 1” means extremely disagree and “7 ’ is extremely agreed， how agreed 
you overall with the following sentences?
I want to have a long term relationship with this brand 1 2 3 4 5 6 7
I want to maintain a close relationship with this brand 1 2 3 4 5 6 7
I hope this brand can offer me some individualized 
products/services to me
1 2 3 4 5 6 7
I am willing to provide my personal/private infonnation to this 
brand’s company
1 2 3 4 5 6 7
I am willing to cooperate with this brand 1 2 3 4 5 6 7
I want to maintain frequent contacts with this brand 1 2 3 4 5 6 7
I hope this brand can provide new products information to me 
frequently
L 2 3 4 5 6 7
If it is possible， I want to be a member of this brand’s member’s 
club
1 2 3 4 5 6 7
I want to take part in the activities of this brand 1 2 3 4 5 6 7
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Part V: M arketing Effectiveness
9. Axe you willing to purchase the products of this brand in the future? 
Not at ail 
willing




10. Are you willing to make referrals of this brand to you friends or family?
Not at all 
willing
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